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Rough Proofs 


The reason jig-saw puzzles are so 
popular is that people have decided, 
after struggling with the problems 
of the depression, to get back in 
their own class. 

7 ¥ F 

A magazine on technocracy has 
just made its appearance, devoting 
its efforts to exposing the ills of in- 
dustrialism. Of course it’s printed 
on hand-made paper, and machine 
composition is undoubtedly taboo. 


7, VF F 
Brent Williams says it wasn’t 
Sweet Caporals, as alleged by Rough 
Proofs, but Duke’s Cameos, which 
distributed pictures of burlesque 
queens with their cigarettes. All 
right, from now on Brother Williams 
may serve as official historian of the 
beef trust. 
7? Ff F 
A newspaper columnist (male, of 
course) objects to beautiful men in 
the advertisements, but finds that 
beautiful ladies are not at all hard 
to look at. On second thought he 
will probably discover that adver- 
tisers are interested in consumers of 
both sexes, 
= we 
Lowell Thomas thrills prospective 
guests of the Hotel New Yorker with 
personal notes on his own genuine 
engraved personal cards. Any trav- 
eler who doesn’t immediately wire 
for reservations is immune to all 
sentiment. 
7 FY YF 
C. R. S. noted the headline in 
ADVERTISING AGE, “Chinese Food 
to Ruthrauff & Ryan,” and wondered 
if maybe the Belgians and the 
French mightn’t be persuaded to 
contribute to other deserving agen- 
cies. 
. i J 
Buffalo advertising men finished 
third in a four-cornered spelling-bee. 
They must have forgotten to bring 
along their proof-readers. 
- =F ¥ 
The Buffalo affair was broadcast, 
and it’s just possible that the adver- 
tising experts got a little jittery 
thinking of how their clients would 
feel when they heard their pet ad- 
jectives sent over the air in a badly 
mutilated condition. 
YT VF? F 
The magicians are sore because 
Camel copy is exposing the secrets 
of legerdemain to an appreciative 
public. And wouldn’t you hate to 
have your own grand-stand plays ex- 
plained to the customers in words 
of one syllable? 
> FF F 
Texas Company is advertising ‘“‘Tex- 
ite” for pest control, and the L. E. 
Shunk Latex Products, Inc., is adver- 
tising “Texide” to the drug trade. 
What do you make of that, Watson? 
oe 
S. B. K. wants to know why 
thoughtless hostesses portrayed by 
Sanka invariably serve after-dinner 
coffee in large cups. Maybe it’s be- 
cause the artist isn’t sure he can 
create insomnia victims with demi- 
tasses. 
vvy 


Every woman, according to Mc- 
Call’s, leads a triple life, but her 
three major interests don’t exactly 
coincide with the ex-Kaiser’s sug- 
gestion of Kueche, Kirche, Kinder. 
(Translation furnished on request.) 


7 vw 


Babe Ruth may get only $50,000 
this year. Poor fellow—somebody 
ought to offer him a job selling ad- 
vertising. 

Copy Cur, 


ASCAP REPORTED 
PLANNING DIRECT 
SPONSOR CHARGE 


N.A.B, Names Newton Baker 
As General Counsel 


New York, Jan. 26.—With the ap- 
pointment of Newton D. Baker, 
Cleveland, ex-secretary of war and 
noted attorney, as general counsel 
for National Association of Broad- 
casters on all matters pertaining to 
agreements with the American So- 
ciety of Composers, Authors and 
Publishers, the possibility that ad- 
vertisers may be drawn directly into 
the fight over fees is increased. 

While the N. A. B., in announcing 
Mr. Baker’s affiliation with the or- 
ganization, made no comment on the 
license fee situation, it is reported 
that his appointment was hastened 
by the decision of A. S. C. A. P. to 
give up its present fee arrangements 
with stations in favor of a flat ten 
per cent charge, based on cost of 
program time, to be paid by adver- 
tisers. 

N. A. B. saw in this move, it is 
said, a desire to collect still heavier 
fees, which the advertisers would 
undoubtedly refuse to pay, and which 
therefore would have to be borne by 
the stations. 


Find Many Difficulties 


The desire of American Society of 
Composers, Authors and Publishers 
to abrogate the present music fee 
agreement is based upon numerous 
difficulties which have developed in 
collecting the stated fees from indi- 
vidual stations, notably some of the 
smaller ones. 

Under the existing contract be- 
tween the two organizations, which 
covers a three-year period, most of 
which is still to run, stations must 
pay a fee of three per cent of their 
gross income from sale of time to 
the Society, and in addition are re- 
quired to pay a flat fee based on 
the power of the station, to cover 
sustaining programs. 

The fee for sponsored time will be 
increased during the life of the pres- 
ent contract to four per cent and 
then five per cent, and is based on 
the total time charges made by the 
station, regardless of whether music 
is included in these programs or not. 

It is understood that Mr. Baker 
has been given the widest possible 
latitude in his dealings with the So- 
ciety, and that National Association 
of Broadcasters is now more deter- 
mined than ever to arrive at a solu- 
tion of the problem which it feels 
will be equitable to all concerned. 
The Association has frequently 
pointed out that it has no objection 
to granting the American Society of 
Composers, Authors and Publishers 
a reasonable fee for the use of copy- 
righted music, but it insists that the 
present system of fees is decidedly 
out of line, to the extent that under 
present conditions payment of the 
required fees wipes out the net profit 
of many stations entirely. 

Advertisers and agents, who have 
naturally viewed the present system 
of fees as an indirect tax on spon- 
sored time, are watching new devel- 
opments closely, and while thus far 
none has taken an active part in the 
negotiations, it is safe to predict that 
many will enter the lists should the 
rumored desire of A. S. C. A. P. to 
collect its fees directly from the 
sponsor be placed into effect. 


Copy All-Important; 
Left-Hand Page Seen 


First, Studies Show 


New York, Jan. 24—The one 
factor of dominating importance in 
making advertising successful is the 
copy, and “all those factors which 
have heretofore been considered so 
important to successful advertising, 
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LUX 


Type of Lux copy which proved 
unusually effective in the survey. 


namely, size, color, repetition, layout, 
position, etc., are of relatively minor 
importance,” Dr. Henry C. Link, sec- 
retary, Psychological Corporation of 
New York, told members of the local 
chapter of American Marketing So- 
ciety at the last meeting. 

Dr. Link’s flat assertion that the 
message itself is all-important was 
made in the course of a report on a 
study made by 60 psychologists affil- 
iated with Psychological Corporation 
in which the reactions of 7,000 house- 
wives were measured, and 127 na- 
tional advertising campaigns and ad- 
vertisements were tested. 

Tremendous differences in the ef- 
fectiveness of individual advertise- 
ments and campaigns was noted in 
the tests, ranging as high as 750 to 
1. The best campaign, measured by 


(Continued on Page 10) 


New York, Jan. 25.—The left hand 
page of a newspaper proved three 
times as effective as the right hand 
page in capturing the initial atten- 
tion of 4,400 New Yorkers, observed 
while reading on elevated and sub- 
way trains and in waiting rooms, it 
is disclosed in a report submitted to 
Prof. Howard K. Nixon of the School 
of Business of Columbia University. 

The study, which extended over a 
period of nine months, was con- 
ducted by E. Ralph Schaefer, who 
gathered his 4,400 observations by 
spending many hours on subway and 
elevated trains and in waiting rooms 
of Grand Central and Pennsylvania 
Stations. He noted the sex of the 
subject, then the page gaining initial 
attention. No consideration was 
given to duration of attention de- 
voted to a particular page. 

“Only those readers who opened 
the paper fully and who turned the 


pages fully were counted,” he ex- 
plained. “This eliminated those who 
barely thumbed the pages, who 


folded newspapers into quarter ver- 
tical folds and others who hurriedly 
passed over pages until they arrived 
at a desired section of the paper. 


Tabulated in Groups 


“Observations obtained were tabu- 
lated in groups of twenty-five within 
each individual classification, as for 
instance, twenty-five observations of 
men reading tabloids in trains,” Mr. 
Schaefer pointed out. “These were 
then divided according to which page 
gained the reader’s initial attention. 

“The observations were tabulated 
in order, as they were recorded on 
the tally sheet. This chance method 
of tabulation is more scientific and 
makes for a more representative 
presentation of final results. No spe- 
cial arrangement of observations was 
used in order to lend an appearance 
of added reliability to the figures.” 

Of the 4,400 readers, Mr. Schaefer 
said, 3,013 first had their attention 


(Continued on Page 10) 


Last Minute 


News Flashes 


General Cigar in Biggest Campaign 
New York, Jan. 27.—General Cigar Company will start the biggest cam- 
paign on White Owls in its history Sunday. A total of 375 dailies in 300 
cities will receive weekly insertions ranging from 300 to 1,500 lines until 


June 1. 


‘The first American Weekly campaign will start Feb. 5 with the fourth 


cover in four colors. 


Copy features the advice of experienced smokers: 


“Be tobacco wise—when I don’t see White Owl I ask for it.” 
It is persistently rumored here that a Big Four cigarette will shortly 
appear in a solid cellophane, 100 per cent transparent package. 


Wallace Ferry Seriously Injured 
Kansas City, Mo., Jan. 27.—Wallace J. Ferry, president, Ferry-Hanly Ad- 
vertising Company, was probably fatally injured yesterday when the auto- 
mobile he was driving crashed against a stone abutment of a bridge near 


the Kansas City Country Club. 


Suffering from a fractured skull, fractured jaw and fractured left leg, he 
was taken to Menorah Hospital, where an emergency operation was per- 


formed in an effort to save his life. 


It is believed he may have suffered 


a heart attack and lost control of his car. 


Wrigley Introduces New Flavor 


‘Chicago, Jan. 27—Wm. Wrigley, Jr., Company will shortly introduce an 
entirely new licorice-flavored gum. The company has also revamped the 
package designs of one of its lesser known flavors, pepsin, and is pushing 
this product with dealers. Extent of advertising, if any, for these prod- 
ucts has not yet been determined. 


FREE STOCKS OF 
NEW ANTISEPTIC 
GIVEN DEALERS 


Vick Achieves Distribution 
In Record Time 


New York, Jan. 26.—By investing 
the amount usually appropriated for 
sampling in free stocks for dealers, 
the Vick Chemical Company was en- 
abled to obtain complete distribution 
over night for its new product, Vicks 
Voratone Antiseptic. 

Conditions being highly competi- 
tive, the company, in collaboration 
with several leading agencies, en- 
deavored to evolve an intréductory 
plan which would eliminate any ne- 
cessity for tipping its hand to com- 
petitors until the product was off 
to a flying start. 

The first public information about 
the new product came when every 
retail drug outlet in the country, 
nearly 70,000 in all, received a carton 
containing six 10-cent trial bottles 
and two regular 35-cent bottles di- 
rect from the company Jan. 17. 
About the same time key wholesalers 
were shipped a large stock of deals 
on a consignment basis. The goods 
were packaged in lithographed card- 
board boxes with easel flaps suitable 
for counter display. 

With the free shipment the deal- 
ers received a circular calling atten- 
tion to an intensive advertising cam- 
paign beginning Jan. 19 with an 840- 
line advertisement in 1,300 news- 
papers. It was suggested they have 
the merchandise on display the day 
the copy appeared and add $1.30, the 
total retail selling price of the free 
shipment, to their profits for the 
day. 


5,000,000 Samples 


The first advertisement used the 
10-cent trial bottle as a closing argu- 
ment to give the new product a 
trial. The display advertising to ap- 
pear in the full list next week will 
sound the last call for the trial size 
before taking up discussion of the 
product’s merits. The company esti- 
mates the last of the 5,000,000 sample 
bottles will have been _§ started 
through trade channels by Feb. 4. 

The leading appeal in the intro- 
ductory campaign is price, the point 
being raised in the spirit of vigorous 
competition characteristic of this field 
with a headline reading, “New anti- 
septic by Vicks at half the usual 
price of other quality antiseptics.” 

The text of advertisements and par- 
ticularly the package insert indicate 
that this appeal may be subordinated 
later to debunking copy directed 
against the extravagant: claims of 
some other manufacturers. 


Use Reminder Copy 


During the introductory phase of 
the campaign, newspaper advertising 
has been projected on a plan calling 
for a display advertisement in 1,300 
English dailies every two weeks, ap- 
pearing on Monday in evening pa- 
pers and the following day in the 
morning papers. The first two ad- 
vertisements are 840-lines, supple- 
mented by from three to six 45-inch 
cross-index advertisements distrib- 
uted through the paper to call at- 
tention to the number of the page 
on which the display advertisement 
appears. 

Every week day except Saturday 
that there is no display advertise- 


ment, the newspapers receive a re- 
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minder advertisement of either 45 
or 90 lines. These small insertions 
do not go to some 50 newspapers 


whose make-up, in the company’s 
opinion, renders small space inef- 
fective. 


The fourth cover in four colors 
has been bought in the January 29th 
issue of The American Weekly, and 
black and white pages will appear 
the same week in Liberty, Collier's 
and The Saturday Evening Post. The 
new product is receiving mention 
on the company’s radio program and 
car cards are being used in some 
cities. Dealers have been promised 
a $700,000 barrage, but the entire 
campaign is not laid out. 

Following the practice of some 30 
years, the company is placing nearly 
all of its newspaper advertising di- 
rect. A complete advertising de- 
partment is maintained at Greens- 
boro, N. C., where the principal plant 
is located. The work receives close 
supervision from L. Richardson, the 
president, who also contributes to the 
creative end. He is the author of 
“Vicks plan for better control-of- 
colds,” the new coordinating theme 
for the company’s three other prod- 
ucts. 

Use Several Agencies 


As testing of the antiseptic copy 
was purposely avoided in order to 
keep competition in the dark, every 
agency connected with the company’s 
activities in various mediums was 
asked to give its opinion of the mer- 
chandising plan. The group includes 
Young & Rubicam, which places mag- 
azine advertising on Vick’s Vapo Rub, 
nose and throat drops and cough 
drops, J. Sterling Getchell, Inc., 
Thompson-Koch Company, and Morse 
International, the latter being a 
company controlled organization. 

The Vick agencies operate on a 
commission on magazine advertising 
or a combination of commissions and 
fees. The small amount of newspa- 
per advertising which is not placed 
direct, as well as some of the maga- 
zine space, is handled by Thompson- 
Koch Company. 


Hanson Heads Club 
Frank W. Hanson has ~been ~re- 
elected president of Danbury, Conn., 


Dell Magazines Add 
to Business Staffs 


Allan T. McKay, formerly of 
Calkins & Holden; I. R. Parsons, one- 
time advertising director of the New 
York Telegram and Philadelphia 
Public Ledger, and J. R. Jacoby, for- 
merly of the New York Graphic and 
New York American, have been ap- 
pointed to the advertising staff of 
Manhattan, published by the Dell 
Publishing Co., New York. 

Harry A. Johnston, formerly of 
Life, Judge and Conde Nast pub- 
lications, has been added to the staff 
of Ballyhoo. 

The advertising department of 
Radio Stars has been increased by 
the addition of Edward J. Gants, re- 
cently with College Humor. 


Oil Burner Groups 
Merge Activities 


To better coordinate its activities 
the Distillate Burner Manufacturers 
Association, comprising manufactur- 
ers of range burner and cabinet oil 
heaters, has taken quarters in the 
offices of the American Oil Burner 
Association, New York. 

The executive staff of the Amer- 
ican Oil Burners Association, headed 
by Harry F. Tapp, executive secre- 
tary, will serve both organizations. 


Radio Dog Show Is 
Spratt Innovation 


Spratt’s Patent, Ltd., will sponsor 
a radio dog show over N. B. C., be- 
ginning Jan. 30. 

Listeners will be asked to enter 
photographs of their canines and blue 
ribbons will be awarded each week. 


Klieforth in New Post 


Ralph G. Klieforth, formerly with 
The Buchen Company, Chicago, and 
later Cleveland representative for 
Maujer Publishing Company, has 
been named general manager of Uni- 
versal Motor Company, Oshkosh, 
Wis. 


Moon Agency Named 


The Sanforizing Division of Cluett, 
Peabody & Co., New York, has ap- 
pointed the Byron G. Moon Company, 
New York, to direct advertising of 
its eontrolted «shrinkage™ process: 
Magazines and trade papers will be 


Advertising Club. 


used. 


FROM ONE WHO Is important 


GETTING BUSINESS 


“We take this opportu- 
nity to compliment you 
on the high type of in- 
quiry which has resulted 
from our advertisements 
in Bradstreet's Weekly.” 


“Detailed information furnished to advertisers and agencies upon request. 


Published by 
THE BRADSTREET COMPANY 
Since 1849 America’s Leading Credit Rating Bureau 
148 Lafayette Street, New York 


Midwestern Advertising Representatives 


BLANCHARD -NICHOLS-COLEMAN & JOHNSTON 


Paimolive Building, Chicago 


‘7 THe BUSINESS?” 


Your product or service may be the very best of its particular 
kind. Its merits may be extolled with infinite skill and persuasion. 
It may be ever so widely advertised . . . and still find you way 
behind in sales results. In such a dilemma, picture the logic in 

* directing your message to the country's most 


every appropriation . .. You can reach this 
select and powerfully influential group of 
final-decision men most economically and 
effectively through Bradstreet's Weekly . . . 
the magazine that ranks pre-eminent as 
a source of essential business information. 


“__are you 
Getting 


executives, the men who control 


Pacific Coast 
WARWICK S. CARPENTER 
29 East De La Guerra St., Santa Barbara, Calif. 


HEADS PUBLISHERS 


9 -_ —— 


W. C. Allen, "Dakota Farmer," who 
was named president of Agricultural 
Publishers Association at the meet- 
ing held in Chicago this week. Clif- 
ford V. Gregory, "Prairie Farmer," 
was named secretary, and B. Mor- 
gan Shepherd, "Southern Planter,” 
vice-president and treasurer. Victor 
F. Hayden is executive secretary. 


Pairs Featured 


In Advertising 
Of Pharis Tires 


Toledo, O., Jan. 26—After manu- 
facturing private brand tires for mail 
order and chain organizations exclu- 
sively for years, Pharis Tire & Rub- 
ber Company, Newark, O., has en- 
tered the national advertising lists 
with copy featuring tires carrying 
the Pharis name, and introducing a 
“two-for-one” theme new to the in- 
dustry. 

Initial consumer copy, a page in 
two colors-gn the Jan. 2). 
Saturday Evening Post, followed a 
year of direct mail work lining up 
dealers for the company’s branded 
line. 

All promotion material for the com- 
pany is based on the idea of selling 
tires in pairs, rather than singly. The 
management believes that almost all 
motorists find at least two tires wear- 
ing out at the same time, and pre- 
dicts that all tires will eventually be 
sold in pairs. 
Consumer copy for the new branded 
line is designed to serve a two-fold 
purpose, interesting both consumers 
and dealers, and interest in the new 
tire and the “two-for-one” idea may 
be gauged from the fact that the 
initial advertisement drew 3,000 in- 
quiries in three days. 
United States Advertising Corpora- 
tion, Toledo, is in charge of the ad- 
vertising. 


Harold H. Barker Is 
M. E. A. President 


Harold H. Barker, Grand County 
Herald, Elbow Lake, was elected pres- 
dent of Minnesota Editorial Associa- 
tion at the annual meeting in St. 
Paul this week. The Two Harbors 
Chronicle won the first journalism 
achievement award. 

Other officers: Frank Bargen, 
Mountain Lake Observer, first vice- 
president; A. R. Lemke, Wadena, 
second vice-president; Verne Joslin, 
Heron Lake, third vice-president; 
W. F. Duffy, Shakopee, treasurer. 


Trucks for Salesmen 


Almost all field salesman of Col- 
gate-Palmolive-Peet Company have 
been supplied with trucks, instead of 
ears, enabling them to carry stocks 
of goods taken from jobbers and fill 
orders when they are taken. 


Leaves Furniture Paper 


A. C. Saunders has resigned as edi- 
tor of Furniture Manufacturer, Grand 
Rapids, Mich., to return to Cincin- 
nati to live. 


Names Anfenger 
Advertising of Schroeder & Tre- 
mayne, Inc., St. Louis, sponges and 
chamois, has been placed with An- 


CANNERS FAIL 
TO GET ACTION 
ON ADVERTISING 


Grocers Seek Distribution 
of Beer 


Chicago, Jan. 26.—Grocers. will 
provide the chief distribution chan- 
nel for beer if the National Whole- 
sale Grocers’ Association has its way. 
Meeting in Chicago this week, the 
organization approved a resolution 
introduced by the executive commit- 
tee, authorizing officers to urge the 
government to permit grocers to dis- 
pense the beverage. 

The resolution asserted that retail 
groceries are the logical outlet for 
beer and there is no necessity for 
“extending a governmental monop- 
oly” to sales points “restricted as to 
location and numbers.” 

Meanwhile, from the Stevens Ho- 
tel, where the National Canners’ As- 
sociation held its annual meeting, 
came the news that it will be at least 
next fall before any further canned 
foods advertising develops, in spite 
of enthusiastic reports of the success 
of the 1932 campaign. 

It is now too late to do any ad- 
vertising until the new pack appears 
on the scene, it was pointed out. 
Fuller & Smith & Ross, New York, 
placed this campaign in newspapers, 
giving about 70 papers eight half- 
pages, with the promise of further 
business if they filled each page with 
tie-up advertising. 


Much Copy Run 


Frank E. Gorrell, secretary of the 
N. C. A., reported: 

“As a result, 476 retail grocers 
published, at their own expense, 2,302 
separate advertisements of canned 
foods in cooperation with our ad- 
bvertisin#?> @P wholesale grocers pub- 
lished 476 such advertisements; 72 
canners, 1,430, and 45 brokers, 342. 
“The total was 4,550 collateral ad- 
vertisements, accounting for more 
than twice the value of the space 
paid for by the funds allotted to 
newspaper advertising.” 

Mr. Gorrell added that the cam- 
paign accelerated the movement of 
canned foods into consumption and 
aroused wide consumer interest in 
the industry and its products. 
The advertising was financed by 
the can manufacturers, who thus far 
have indicated no intention of mak- 
ing further contributions, while the 
canners themselves seem to be will- 
ing to let nature take its course. 


Scribner Officials 
Hold Bank Posts 


Charles Scribner, president of 
Charles Scribner’s Sons. has been 
elected a director of Fulton Trust 
Company, New York, succeeding his 
father, who served in the post 14 
years. 

Edward T. S. Lord, vice-president 
of the Scribner organization, has 
been re-elected chairman of the board 
of Glen Ridge, N. J., Trust Company, 
and Carroll B. Merritt, a director of 
Charles Scribner’s Sons, has been re- 
elected a director of Madison, N. J., 
Trust Company. 


Templeton in Charge 


C. B. Templeton, formerly assistant 
to the president, Ludlum Steel Com- 
pany, Watervliet, N. Y., has been 
named assistant to the vice-president 
in charge of sales and will have com- 
plete charge of advertising activity 
for the entire line, including tool 
steels, Nevastain stainless steels, Nit- 
ralloy and Carmet Carbide Metals. 


Horton Advances White 


W. T. White, for six years adver- 
tising manager of Horton Manufac- 
turing Company, Fort Wayne, Ind., 
washers and ironers, has been named 
general sales manager of the com- 
pany. 


Is Representative 


W. J. Scanlon has been named east- 
ern representative of Automotive 


fenger Advertising Agency, St. Louis. 


To Standardize 
Data in Painted 
Display Field 


Chicago, Jan. 26.—Complete infor- 
mation about the medium and the 
markets it covers will be made avail- 
able to advertisers interested in 
painted displays, it was decided at a 
meeting of officers of Outdoor Adver- 
tising Association of America in New 
York last week-end. 

Forms which will provide all neces- 
sary market information were ap- 
proved by the officers. They also de- 
cided to hold an outdoor departmen- 
tal at the Grand Rapids convention 
of the Advertising Federation of 
America. Clarence Blessed of Walker 
& Co., Detroit, is chairman of the 
departmental. 

Heretofore painted displays have 
not been sold in “packages,” as have 
other forms of outdoor advertising, 
because of lack of data. The new 
plan will put painted displays, 
whether downtown district, principal 
thoroughfare, wall, highway or rep- 
resentative, on the same level as 
other types of outdoor advertising. 
Each plant owner will provide com- 
plete information on position, circula- 
tion, cost and markets, all of this 
being made available to advertisers. 


Hogate Is Dinner 
Chairman of B. of A. 


Kenneth C. Hogate, general mana- 
ger, Wall Street Journal, has been 
named chairman of the annual dinner 
committee of the Bureau of Adver- 
tising of American Newspaper Pub- 
lishers Association. Other members: 
Mrs. Ogden Reid, New York Her- 
ald-Tribune; James O. Stahlman, 
Nashville Banner; Mrs. Zell Hart 
Deming, Warren Tribune-Chronicle; 
R. F. Parkinson, Ottawa Journal; 
William J. Pape, Waterbury Republi- 
can and American; H. W. Stodghill, 
Louisville Courier-Journal; David B. 
Plum, Troy Record; William F. Met- 
ten, Wilmington Evening Journal; 
Henry H. Conland, Hartford Cour- 
ant; Norman S. Rose, Christian 
Science Monitor, and Norman Chan- 
dler, Los Angeles Times. 

The dinner will be held April 27, 
during the week of the A. N. P. A. 
convention. 


Beebe Chief of 
Western Publishers 


Dan Beebe, Mercury-Register, Oro- 
ville, was named president of Cali- 
fornia Newspaper Publishers Asso- 
ciation at Marysville this week. New 
vice-presidents: Clark F. Waite, Long 
Beach Sun and Maitland R. Henry, 
Livermore Herald. Henry R. Ling, 
Burbank Review, was elected treas- 
urer. 

Oakland Tribune won the cup of 
the California Chamber of Commerce 
for the best editorial page. The 
Los Angeles Times’ cup for the best 
front page went to Claremont 
Courier. 


Sells.by Zones 


Effective with the March, 1933, is- 
sue, advertisers will be able to buy 
sectional as well as national circula- 
tion in Super Service Station, Chi- 
cago. Circulation to major and large 
independent oil companies and inde- 
pendent jobbers throughout the coun- 
try exclusive of dealer circulation 
will also be available as a unit. 


Haynes Buys Papers 

William Haynes, publisher of Chem- 
cal Markets, New York, has acquired 
control of Plastic & Molded Pro- 
ducts and Cellulose and will combine 
the two as Plastics Products, effective 
with the February issue. R. C. Gil- 
more, Sr., will be editorial director, 
and R. C. Gilmore, Jr., advertising 
manager. 


Starts Roto Paper 


President W. S. Reynolds of Roto- 
gravure Advertising Association has 
resigned from the rotogravure adver- 
tising department of Detroit News to 
launch a monthly tabloid for agencies, 
advertisers and newspapers, to be 
known as Rotogravure News. 


Maguire Is Injured 


Charles M. Maguire, president of 
Advertising Club of Los Angeles, suf- 
fered a slight concussion of the brain 
when a broken stirrup caused him to 


Merchandising, New York. 


fall from his horse recently. 
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ADVERTISING AGE 


BOAT BUILDERS 
SHOW INTEREST 
IN JUVENILES 


New York, Jan. 26.—The boat-build- 
ing industry is displaying a keen in- 
terest in the juvenile and low income 
markets this year, judging from the 
exhibits at the National Motor Boat 
Show this week. 

The greatest surprise was the va- 
riety and low cost of craft for chil- 
dren from six to sixteen. Several 
builders of large cruisers exhibited 
juvenile models, powered by oars, 
sails and motors, for the first time. 
For the most part, the prices indicate 
that the builders can hope for lit- 
tle or no profit. 

The singularity was explained as 
a spontaneous cooperative movement 
in competition with the automobile 
industry for the recreation dollar. In 
the two years since the boat builders 
boldly challenged the automotive in- 
dustry, they have learned that adults 
without previous experience on the 
water are difficult prospects for a 
cruiser. On the other hand, it has 
been observed that when a knowl- 
edge of how to handle a boat is ac- 
quired early in life, the possessor 
is likely to be an enthusiast ever 
after. 

The boat builders see another ad- 
vantage in the promotion of their 
juvenile models in that it enables 
them to gain the good will of 
youngsters who will be in the market 
for larger boats as the years go by. 

Proceeding on the knowledge that 
the amateur sailor is usually a man 
who likes to tinker, the Matthews 
Company, Port Clinton, O., intro- 
duced a 38-foot utility boat minus 
interior equipment in connection 
with an equipment selection plan. 
The purchaser is furnished a long 
list of equipment items of which he 
can buy as much or as little as he 
pleases. 

Cuts Initial Cost 


Advantages of the plan are that 
the initial cost is reduced, the owner 
ean install the fittings himself or 
have his local builder do it, an ar- 
rangement best suited to the owner’s 
uses may be had without the penalty 
of custom charges and there can be 
an outright saving if the purchaser 
has some furnishings already on 
hand that can be utilized. 

Other builders showed hulls with 
cabins and cockpits entirely bare, 
priced several hundred dollars below 
the same models completely equipped, 
while accessory and equipment mak- 
ers displayed catalogs and stock fur- 
nishing no end of suggestions as to 
what the owner might do as he came 
into extra funds. In the meantime, 
the boats could be enjoyed with make- 
shift equipment. 

The old salts guffawed derisively 
at new gadgets added to ensnare land- 
lubbers. Suggested by the features 
of homes and automobiles that are 
enjoying current popularity, the anti- 
nautical refinements include break- 
fast nooks, dressing rooms, colored 
toilet fixtures and ranges and wind- 
shield wings. 

Novelties and forerunners of new 
trends include a _  34-foot Diesel 
cruiser, a small electric runabout re- 
sembling a Venetian gondola for use 
in quiet waters, a speedboat con- 
structed like a plane _ fuselage 
mounted on three pontoons, and the 
Eskanoe, a paddle boat modeled after 
the Eskimo kayak. 


Hanff-Metzger Has 
Squibb Air Account 


E. R. Squibb & Sons, New York, 
have appointed Hanff-Metzger, Inc., 
New York, to direct radio advertis- 
ing over N. B. C. and WOR. 

The WOR program consists of 
health-building exercises two morn- 
ings a week. 


Ziv in New Home 
Increased personnel necessitated 
the removal of Frederic W. Ziv, Inc., 
Cincinnati agency, to the Ingalls 


Building, after occupying the Foun- 
tain Square Building. 


Starts Advertising 


Class for Women 


Hunter College of the City of New 
York will begin a new course in ad- 
vertising for women Feb. 9, which 
will meet at 7 p. m. Thursday eve- 
nings, with David S. Mosesson, in- 
structor in advertising, in charge. 

The course is designed for begin- 
ners and high school graduation is 
not required for admission. 


Halbert Is Editor 


Ward K. Halbert, formerly manag- 
ing editor of The Super Service Sta- 
tion, has been named editor of Lubri- 
cation and Maintenance, Chicago. 


Farm Paper Is Monthly 


Hoosier Farmer is now issued 
monthly instead of semi-monthly. 


Association Opens 


Employment Bureau 


Adopting the suggestion of Walter 
E. Meinzer, former president, the As- 
sociation of Advertising Men, New 
York, has opened an employment and 
service bureau in its club rooms in 
the Grand Central Palace. 

The bureau and its facilities are 
available to all advertising men and 
women, whether members of the or- 
ganization or not. No fees are 
charged. 


“Fishing” Offers 
New 1933 Discounts 


Fishing, New York, has announced 
a reduction of $25 a page for page 
units supplied by agencies in 1933. 

This follows doubling of the page 
size in 1932, in lieu of reducing rates. 


Change Issue Dates 


Beginning Jan. 26, the Pacific 
Northwest Farm Trio, comprising 
The Washington Farmer, The Idaho 
Farmer and The Oregon Farmer, 
changed from weeklies to bi-weeklies. 
They are now issued every other 
Thursday. 


Club Honors Stedman 


Captain Giles Stedman, skipper of 
the American Merchant who rescued 
the crew of the Exeter City Jan. 20, 
attended a luncheon given by the 
Advertising Club of New York in 
his honor Jan. 26. 


Supports Native Goods 


WBT, Charlotte, N. C., is devoting 
a program each morning to brief 
talks outlining features of the “Buy 
American” movement. 


Name Venable-Brown 


Venable-Brown Company, Cincin- 
nati, has been appointed to handle 
the advertising of Edwards Manufac- 
turing Company, Cincinnati. A®cam- 
paign is being released to trade pa- 
pers prior to consumer advertising. 


Plan Advertising Circus 


Plans for an advertising circus in 
conjunction with the annual dinner 
dance of Philadelphia Club of Ad- 
vertising Women, to be held Feb. 17, 
are being laid under the chairman- 
ship of Helen E. Klose, in charge of 
the affair. 


Issue German Daily 
Following the suspension of Mil- 
waukee Herold, the Deutsche Zeitung 


has made its appearance as a semi- 
weekly. 


IN 1932 


AUTOMOTIVE | 
DISPLAY 
ADVERTISING 


TWO reasons account for the Times-Star carrying 72% more 


automotive lineage than the morning and Sunday paper, and 


90% more than the other afternoon paper: 


FIRST, More Cincinnatians see advertising in the Times-Star. 


SECOND , and more important, Times-Star readers have the 


means to favorably act upon the advertising. 


a eeee AND there may be another reason, perhaps the 


deciding factor, the Times-Star has continuously brought the 


greatest results. 


CINCINNATI TIMES-STAR 


HULBERT TAFT 
President and Editor-in-Chief 


Eastern Representative 


MARTIN L. MARSH 


60 East 42nd Street 
New York 


Western Representative 
KELLOGG M. PATTERSON 


333 N. Michigan Ave. 


Chicago 


y ae ta imlgta = ee ae A ME Tees, Saat, TSE Ret me ace e igh Be ni St ne ti a hes nats A ial? ae Ne prt oe eee A f > at Pelee iD = eae - » (wee if ee al h, ¥ > cee x ‘9 Tea 
é ie: z i. : ae eae eg . i tik Pars » : i i i ‘ i ie = ai ere eee 
ya ee 
, fr ee 3 ee ee, 
i gg ———— a ei 
| sae 
Po | Ps Po SC “ 
m4 
| ed 
a 
| aE Ls ae 
Be po | | oe — " Z . 
oe Po | To 
} | jeri... 
PO 7 RAP eRe ye 
\y | oa ee 
Po ! ' bu 
— 
e CN ——————————————— ——————————————————————— yep; Named 
) Os 
2 
ore be ne wat 
' car pyar ie 3 
re ed 
“s,s i aa 
“gl es 
ee Sy 4 
Sa nd oie 
5 i Ree es Si 
| 5 aes nod a 
| Beneey ey ee sao 
oo i. oe 
Be eee Re on 
| ae se ie ee th oe eee 
Tam aOR pe. s, Ee pee 
; Sie aoaat fs om ied OD cee a 
ne tbe AVN tre ane Ge 
te, ia 7 a as ¥ pate el i” aa 
te me wie 
SS ye oe eee ys See Te 
| ate hones <a Rea rc me 
5 epost aa ceil on WTF 4 ow aera i des Mics 
oe oe See = Meee 3 ee 
nd ENR Sela Mem aa a 
. 
| ci: man at. & Ne ie es te “ 
re bs RMR Sr a eee 
i : f a pe eT 
2 Ba My 
| | ie : - Pte ie Re aay 9 ee i 
a r shake OR ee ee 
' REE! ~ sneer 7 enor 
. CRE Fg cee REE Dae Sry Sy 
| Se et TT a Oe Pere : 
, ee ee 
| : 
| ese ~ : 
Paes enrenrn tet ay ee : 
ee eee ats pope 4 
ee ait eee aii coma ak bags a: 
Dioula ieserrhe ere : os 
ee le oe Ai Rare oe ae ee ? 
= id <A eh erin PRs aa : 
| es e : 
’ Pre fe 
s ‘lene 
ee tad 
ORS ea 
)- le 
1- aa 
Ww 1 SE 
QJ 
y, ree Cerr 
* ai i 
Z, ie aL DA itp 
migiaigte 
x ) eee | Bes 
of | “ae 
ce aes 
ne | 
st Pree ‘i i 
nt | © eae 
. ee 
- 
} = 
aS 
| ee “i ve i 
Ta Si 
| ren 
ee 
- | | 
7 ich é, * od . ats 
Pee on RJ i 7 - ‘ 
Pe ayers a eee ya. sO cy sh, Sanh Pads 9. sy ee wiles 1 tages De peer e tee eer 
Pil eee epeire ay P's). ie re ah an aa lariat he pee ih, Ta 0? diy LES yet, reat See pee ae ae A 
SE ee Poe ere RENE, Cen at ot ey 8 Ree ct Ml pee gee ee nace cc es og ON ae A ae aiieedie Poti 7a a "Sh ge sheen aged ge oh, eae a aeRO NE m9 ES libs ean ce ee ee 
a ee ik iC a SaOhe aiars = Tie, Gemgaty = e07 e ee tenl 
Ds” pea, 2 MGM, AIR SRO oc My ae a rig is (aes a 5, a Dk 2S 
NALA Be Seat et eee Lm ts fo are ee eh gg ae Bae CR ae eee, 


4 


ADVERTISING AGE 


January 28, 1933 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
ISSUED EVERY SATURDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 537 S. Dearborn St., Chicago 
New York Office, 330 W. 42nd St. - - - - 
G. D. CRAIN, Jr., President and Publisher 


KENNETH C. CRAIN, Vice-President 


Tel. HAR. 7504 
Tel. BRyant 9-6432 


E. KEBBY, Secretary 


Advertising Representatives 


W. E. DUNSBY, Eastern Mgr., New York 


SIMPSON-REILLY, Russ Bldg., San Francisco, WALTER S. REILLY, Manager; 
Bendix Bidg., Los Angeles; GORDON SIMPSON, Manager 


C. H. BOOTH, Chicago 


S. R. BERNSTEIN, 


MURRAY E. CRAIN and J. A. MARTZ, Associate Editors 
HAROLD MONAHAN, Eastern Editor 
Correspondents in All Principal Cities 


Managing Editor 


Vol. 4, No. 4 


JANUARY 28, 1933 


5 Cents a Copy, $1 a Year 


Insurance Advertising Has Proved 


Its Value 


It is gratifying to those who credit 
to the insurance business many of 
the greatest benefits of modern civ- 
ilization to see as many active ad- 
vertisers as have made their ap- 
pearance in this group. Some of the 
best campaigns now running are 
signed by insurance companies, and 
they are not confined to any one 
class. 

While life insurance companies 
are leading the way in the size and 
impressiveness of their campaigns, 
fire and casualty insurance is like- 
wise represented. Mutual calenetiel 
is presenting its message to the pub- 
lic, and at the same time the Na- 
tional Board of Fire Underwriters 
is telling why stock companies de- 
serve preference in the placing of 
business in that field. 

The type of advertising now run- 
ning may not be intended specific- 
ally to offset the criticisms of in- 
surance which have naturally re- 
sulted from the financial difficulties 
of a few companies, but certainly it 
may be credited in part, at least, 
with the widespread feeling that in- 
surance, speaking generally, is 
sound and worthy of public confi- 
dence. 

A generation ago exposures of 
certain practices in the life insur- 
auce business caused such violent 
public reactions as to bring about 
wholesale revisions of insurance 
laws. This was undoubtedly a good 
thing for the insurance business and 
for the public. Today there is some 
demand for a tightening up cf reg- 
ulations, but no one expresses the 


/surance in all forms has gradually 


belief that insurance companies as a 


whole are not financially strong and 
fully able to meet their obligations. 
The consistent advertising of in- 


built up belief in the financial 
strength of the business. This be- 
lief has been well justified by the 
response which life insurance com- 
panies, for example, have been mak- 
ing during the past few years to the 
demands of their policyholders for 
loans. Astonishingly large sums 
have been advanced to thousands 
upon the security of life insurance 
policies, and due likewise to greater 
appreciation of the importance of 
insurance now generally held, many 
of these loans will be repaid. 

The other side of the insurance 
picture is that the public, while con- 
fident of the strength of the business 
as a whole, realizes the need’ of 
greater discrimination in the selec- 
tion of companies. The fact that 
certain companies have been shown 
to have been the victims of misman- 
agement, and that manipulation of 
others for purposes of stock control 
has been practiced, makes even the 
casual newspaper reader aware that 
insurance companies are not all 
alike. ; 

Insurance advertising of the past 
has been devoted largely to selling 
the insurance idea. It may be that 
during the next few years the best 
and most profitable advertising will 
be that which demonstrates the in- 
tegrity and financial strength of the 
individual company which offers its 
services to the public, and which 
can guarantee the fulfillment of 
every promise made in its policies. 


Do You Believe 


An experienced and successful ad- 
vertising man recently expressed the 
belief that advertising men as a 
whole do not have sufficient faith 
in what they are doing and selling. 
Putting it bluntly, he insisted that 
the average practitioner of advertis- 
ing does not deeply and sincerely 
believe in advertising and its power 
to accomplish the results desired by 
the advertiser. 

“Advertising agency executives, 
rublishers—and a lot of others en- 
gaged in the advertising business 
and making their living out of it,” 
he asserted, “believe in advertising 
mainly as a source of income for 
themselves. But when they are con- 
fronted with problems of their own, 
they seldom show the sort of faith 
in advertising that is exhibited, for 
example, by the unlettered negro 
who spends his last cent for a classi- 
fied newspaper advertisement which 
he believes will bring him a job.” 


in Advertising? 


Advertising men may be too close 
to the technical complexities of ad- 
vertising to realize its beautiful sim- 
plicity, its directness and its econ- 
omy. They are so conscious of de- 
fects in details that they have for- 
gotten the strength and beauty of 
the structure as a whole. Advertis- 
ing has contributed so enormously 
te the progress of business and the 
welfare of the community that no 
advertising man should ever permit 
himself to lose faith in its value or 
pride in his vocation. 

The greatest theologians are sel- 
Gom the most effective preachers. 
Perhaps we need in advertising more 
of the fervor of the old-time evan- 
gelist, whose faith may not be bul- 
warked by scientific demonstration, 
but who believes in religion because 
he knows that it works, and whose 
glowing faith causes others to be- 


lieve also. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 460. Miami, the Year ‘Round 


Outdoor Market. 


An interesting presentation of the 
basic factors affecting outdoor show- 
ings in Miami, including a number 
of maps showing the locations of out- 
door displays in relation to traffic 
movement, retail outlets, etc. Pub- 
lished by E. B. Elliott Company. 
No. 461. The Sunday Newspaper. 
A condensed presentation of the 
results of a survey of reader interest 
in various sections of Sunday news- 
papers to determine the _ relative 
value of rotogravure, made by Dr. 
George Gallup. Published by Kim- 
berly Clark Corporation. 

No. 462. Route List of Retail and 
Wholesale Grocers. 


A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. Pub- 
lished by The Courier Journal and 
Louisville Times. 


No. 463. How “Household Magazine” 
Is Making Small Town Sales 
for Drug Jobbers and Retail 
Druggists. 


An analysis of the sales of branded 
products made by a wholesale drug- 
gist in Lincoln, Neb., for Household 
Magazine. 


No. 459. Fawcett Women's Group. 
An exhaustive and detailed analy- 
sis of the circulation, by cities and 
towns of over 1,000, and by counties, 
of True Confessions, Screen Book, 
Screen Play, and Hollywood, the pub- 
lications which make up the Fawcett 
Women’s Group. 4 


No. 449. Current Buying Indices of 
Magazine Readers. 


This booklet, detailing the results 
of a Percival White study of readers 
of nine leading women’s magazines, 
contains a wealth of material which 
should interest every advertiser. De- 
tailed tabulations indicate what ap- 
pliances each reader has, what types 
of groceries and what brands are pur- 
chased, how many members of the 
family are employed, what they do, 
and whether they are working part 
time or full time, etc. Published by 
True Story Magazine. 


No. 430. “Why It’s so Obvious.” 


“The old general store displayed 
its wares on any counter or hook 
that would accommodate them. Cus- 
tomers were inconvenienced and 
many sales were lost until someone 
thought of the obvious idea of related 
merchandise in separate depart- 
ments,” says this brochure by Mc- 
Call’s, announcing a radical new de- 
parture in women’s magazine format, 
by which editorial material and ad- 
vertising is departmentalized. 


No. 455. Newspaper Circulations in 
Towa. 


This volume, published by Des 
Moines Register and Tribune, gives 
the circulation of 46 dailies, pub- 
lished in Iowa and adjoining states, 
in the state by counties and trading 
areas. The bulk of the material in 
the volume consists of outline county 
maps of the state, on which circula- 
tions of individual mediums are indi- 
cated. The material has been cor- 
rected to Dec. 10, 1932. 


No. 457. Mass Plan Advertising. 


The purpose of this book is to 
place in convenient form data on 
sampling and distribution as it is 
offered through members of the Ad- 
vertising Distributors of America. It 
describes the various types of serv- 
ice available, also information about 
the association’s research, merchan- 
dising, planning and estimating facili- 
ties. Estimated costs for sampling 
in a total of 5,000 towns and cities 


REDESIGNING AN OLD PRODUCT 


Lichty in Chicago Sunday Times. 
"And now gentlemen, Stravinski, the modernist, will present his de- 
sign for the 1934 Flickenheimer Steel Car Wheel." 


Cutajar Finds a Bit 
of Whimsy in the News 


To the Editor: I enjoyed the bit 
of whimsy in your Jan. 14 issue 
headed, “Filene Decries Efforts to Cut 
Newspaper Rates.” 

The thought comes to me, some- 

what ungenerously, that in advertis- 
ing affairs as in other things, those 
who are privileged are anxious to 
preserve the status quo regardless 
of the fortunes of the other fellow. 
The other fellow in this case being 
the national advertiser who is called 
upon to maintain the sanctity of a 
rate card scaled in the higher brack- 
ets especially for him. 
For my part I would be inclined 
to view philosophically the time hon- 
ored practice of the department stores 
in negotiating secret rates with the 
newspapers, if the newspapers would 
be kind enough to move the store ad- 
vertising to the center pages, leaving 
space up front for the national adver- 
tisers. The latter are clearly entitled 
to preferred locations on the basis of 
the ordinary ROP rates they are re- 
quired to pay. 

Women will search the newspapers 
through for store advertising but few 
national advertisers are accorded 
such flattering attention. The news- 
paper that alters policy to give the 
national advertiser the preferred 
treatment that he pays for will not 
have to worry about demands for 
rate reductions nor about the fast 
growing competition of other media. 


CHARLES J, CUTAJAR. 
Briggs & Varley, New York. 
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Finds Farm Market 
a Profitable One 


To the Editor: We were very much 
interested in your editorial “How to 
Get the Business,” which appeared in 
the Jan. 21 issue of ADVERTISING AGE. 

Had it not been for the farm mar- 
ket which we have been going after 
harder than ever this season, we 
would not have enjoyed any mate- 
rial increase in our 1932 volume of 
business. We have served nearly 
three times as many farmers so far 
this season as we ever served in the 
past. 

We went after this farm market 
stronger and worked it harder, which 
was in line with our general policy 
of intensifying our efforts, due largely 
to the adverse business point of view 
generally taken. 

1932 was our biggest and best year, 
both from point of volume and profit. 


are included with data on each town. 


Our advertising program and sales 


Voice of the Advertiser 


organization was expanded, and our 
plans for 1933 call for further sane 
expansion. 

We believe that our success in sell- 
ing the farm market, the packer mar- 
ket, the retail market and the jobbing 
fields during the past year was due 
to formulating a sane plan and then 
following the plan. We found that 
there was business to be had if we 
went after it in a methodical way. 

We appreciate your editorial policy. 
It is full of leading thoughts. Better 
business is ahead, we believe, if we 
go after it. 

P. Hicks CADLE, 
Executive Vice-Pres., 
A. C. Legg Packing Company, 
Birmingham, Ala. 
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Why Bring That Up? 

To the Editor: I noted in your 
Jan. 14 issue what Copy Cub said 
about the Cubs training in our too- 
mild climate. Did he happen to read 
about or hear the story of U. S. C. 
and Notre Dame, and U. S. C. and 
Pitt? 

Perhaps the Cubs lost the effect 
of their California training between 
April and September. 


AG. RA. VATED, 
Los Angeles, Cal. 
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Word Study 


To the Editor: “The most ubi- 
quitous equipment at Hoover Dam,” 
reads the headline of Caterpillar 
Tractor Company’s full page adver- 
tisement in the January Construction 
Methods. A five-dollar word, says I, 
rushing to my Webster to look up 
“ubiquitous.” “Oh, yeah?” says 
Webster, “Being present everywhere 


—often with humorous exaggera- 
tion!” Not so hot. 
R. A. Crossy, 


Milwaukee, Wis. 
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He’s Not So Dumb! 


To the Editor: Technocracy pre- 
dicts a gloomy future for most of us 
in this country. Just how the adver- 
tising fraternity is going to make out 
is rather dubious. However, from 
the standpoint of a publicity man it 
is gratifying to know that it can’t 
get along without publicity. Howard 
Scott, I am told, has enlisted the 
service of a publicity man. 


MARTIN L. Petry, 


F. Darius Benham, Inc., New York. 
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FOR B-0-P CAR 
OWNERS TESTED 


Detroit, Mich., Jan. 26.—With the 
double purpose of increasing satis- 
faction of owners and developing 
valuable contacts for its dealers, 
Buick-Olds-Pontiac Sales Company of 
General Motors is testing a plan of 
giving each purchaser of its 1933 
models a coupon book good for twelve 
greasings at the service stations of 
any of the company’s dealers without 
charge. 

Inauguration of the new plan, 
which is believed to set a unique 
precedent in the sale of automobiles, 
sets at rest rumors that the company 
was planning to give away free oil 
for a year with the three cars it con- 
trols. 

No advertising or publicity has 
been given the project, even locally, 
but there is little doubt that if the 
experiment proves successful it will 
be extended nationally, and will be 
backed with an advertising campaign 
of unusual proportions. 

The plan, as outlined by General 
Motors officials, provides that the 
dealer present the coupon book to the 
purchaser of a Buick, Oldsmobile or 
Pontiac. The car owner is then priv- 
ileged to drive into the service sta- 
tion of any authorized dealer han- 
dling his particular car and receive 
a greasing job gratis, in return for 
a coupon. The dealer, in turn, is 
reimbursed by B-O-P for the coupons 
he has received. 


Provides Valuable Contacts 


With general agreement among 
dealers that their best source of leads 
for new customers is from present 
owners, this offering which will bring 
the average owner into the service 
station about once each month, is ex- 
pected to prove a valuable source of 
contact for at least a year. 

It is expected, also, that owners 
who once develop the habit of going 
to dealers for service will continue 
that practice even after the expira- 
tion of their coupon rights, and in 
addition will make regular use of the 
dealer’s service facilities. 

From the manufacturer’s viewpoint 
the plan is expected to prove valuable 
in that the offer to furnish free serv- 
ice of this nature connotes quality of 
the automobile serviced. The plan 
also offers silent encouragement to 
dealers to maintain adequate service 
facilities. Its value as a good-will 
builder seems important. 

The nearest approach to the Gen- 
eral Motors plan is an arrangement 
used by some Ford dealers whereby, 
for a long-time fee, they agree to 
grease and service a new automobile 
for a definite period. A few dealers 
have tested the idea of giving free 
greasing service for short periods, 
themselves, but the plan has not met 
with wide reception in the trade. 


Lewis-Waetjen Get 


Three; Open Branches 


Advertising of Campho- Phenique 
Company, American and Annex 
Hotels, St. Louis, and Hygienic Tube 
and Container Company, Newark, N. 
J., has been placed with Lewis- 
Waetjen Agency, Inc., New York. 

The agency has opened branches in 
Boston and St. Louis. 


I. G. A. Expands 


Independent Grocers’ Alliance, Chi- 
cago, has announced the granting of 
franchise charters to Utah Wholesale 
Grocery Company, Salt Lake City, 
and J. S. Brown Mercantile Company, 
Denver, Colo. 


Enters New Field 


Shears, New York, which has here- 
tofore served only the manufacturers 
of packages, has extended its edi- 
torial scope and circulation to cover 
also the users of packages. 


Names E. B. Wilson 


The Barbizon, residence for women, 
New York, has placed its advertising 
with Edwin Bird Wilson, Inc., New 
York. 


Alden Wins in Tourney 


John Malcolm Alden, Carnation 
Company, Oconomowoc, won the offi- 
cial state ping-pong championship of 
Wisconsin last week by trouncing 
five Milwaukee favorites at the Ant- 
lers Hotel, Milwaukee. He will 
represent the state at the national 
championships in Chicago in March. 


McMath to New York 


Kennett R. McMath, formerly copy 
chief of Nelson Chesman & Co., St. 
Louis, has joined Cowan & Dengler, 
Inc., New York, as account executive. 


Bray to Metropolitan 


Arthur C. Bray, financial advertis- 
ing agent, has been elected a director 
and vice-president of Metropolitan 


MOST RESEARCH 
CALLED FAULTY 


Detroit, Mich., Jan. 25.—Calling 
for a re-examination of advertising 
for the purpose of making it “less 
impressionistic, less romantic, less 
traditional; more scientific, more 
real, more practical,” John W. Sco- 
ville, director of the statistical de- 
partment, Chrysler Sales Corpora- 
tion, told the Adcraft Club of Detroit 
the profession needs a new text book 
that will list, in parallel columns, 


vertising of hundreds of representa- 
tive firms. 

Mr. Scoville described his own ef- 
forts along this line, as applied to 
automobile advertising, in which 
curves were constructed for each 
make of car, for three years, by 
months. He found, he said, that a 
ten per cent increase in advertising 
expense gave about one per cent in- 
crease in sales. 

“After the introduction of the new 
Plymouth in 1931,” he related, “we 
asked a number of buyers what was 
the first impulse that inclined them 
towards the purchase. Thousands of 
replies showed that about 20 per 
cent received their first impulse 
from advertising.” 


There were other factors to be 


said, such as the word of mouth ad- 
vertising done by persons who had 
seen the printed advertisement, and 
which would not have reached the 
purchaser had the original advertise- 
ment not appeared. 

Mr. Scoville challenged most of 
the work being done “in the name 
of advertising research” as being 
faulty because “the conclusion is 
formed before the investigation is 
started,” because “any results that 
do not point in the right direction 
fall in the waste basket,” and be- 
cause “if the residue does not prove 
the point, a little mathematical 
gymnastics” are brought into play. 

“The result,” he declared, “is that 
much advertising research is not re- 
search at all—but simply propa- 


Advertising Company, New York. 


the sales, profits and volume of ad- 


considered, however, 


Mr. 


Scoville | ganda.” 


Zs 


INCE the dawn of history men have 

never ceased to marvel at the moods of 
women. It is astonishing how many different 
people are rolled into one to make the aver- 
age wife. 

“Why is Mrs. Smith unmoved by Mrs. 
Jones’s florid description of her new vacuum 
cleaner? Because Mrs. Jones was so careless 
as to time her remarks when Mrs. Smith, in 
an aesthetic mood, was pondering the ad- 
visability of trying a new kind of beauty 
treatment. Practical things like vacuum 
cleaners were not interesting to her at that 
moment. Just as, at another time, the sub- 
ject of beauty treatments will seem unim- 
portant to her if she happens to be mentally 
mixing muffins. 

For every woman leads a triple life. As far 
as her moods are concerned, she is at least 
three women rolled into one. And these 
moods fall under three main classifications: 

First, recreation and romance. 

Second, her family life, her children. 

Third, her person—her clothes, her skin, her 
Jigure. 

The overcrowded modern life of woman 
and her instinct for order have compelled 
her to keep these things each in a separate 


mental compartment. That is why McCall’s, 
in a brilliant new make-up, now arranges its 
contents according to these three main inter- 
ests of a woman’s life. 


It is practically three magazines in one. To 
meet woman’s need for recreation and ro- 
mance, McCall’s has given her first a magazine 
of Fiction and News. Then comes a second 
four-color cover to mark the beginning of a 
magazine which meets her domestic moods 
and intensifies them—‘‘McCall’s Homemak- 
ing.” Then, to satisfy her interest in her 
personal appearance, behind its own four- 
color cover comes McCall’s Style and Beauty. 
All three, bound together as a unit, make up 
the new McCall’s. 


And what about Advertising? The new 
McCall’s now offers to all advertisers the 
opportunity of a similarly appropriate ar- 
rangement to the mutual advantage of its 
readers and its sponsors. As in the modern 
department store, like things are grouped 
with like. In the new McCall’s there 
need be no fear that advertisers will say 
the right thing to the right woman at the 
wrong time. 


Radical? Only in the sense that it has 
never been done before. But you may be 


sure that we did not remake McCall’s this 
way before we knew from experience that 
only such a magazine of triple aspect could 
bring the greatest help to the triple lives that 
modern women lead. And after the first new 
issue went on sale, an unprecedented increase 
in letters from the women on McCall Street 
told us how right we were. McCall’s Maga- 
zine, 230 Park Avenue, New York City. 
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IVAN B. NORDHEM, 
OUTDOOR AGENCY 
FOUNDER, IS DEAD. 


New York, Jan. 26.—Ivan B. Nord- 
hem, merchandising consultant, au- 
thority on outdoor advertising and 
advocate of agency specialization, 
died suddenly yesterday of penumo- 
nia at the age of 58. Funeral serv- 
ices will be held at Kampp’s mortu- 
ary in Chicago Jan. 30. 

He pioneered in the advertising 
of several food products, and placed 
the first outdoor copy on bread and 
canned soup for the Ward Baking 
Company and Campbell Soup Com- 
pany. 

Mr. Nordhem graduated from the 
school of pharmacy of Northwestern 
University and spent the early years 
of his business career as a sales ex- 
ecutive with drug manufacturers. 

The general advertising agency he 
established in Pittsburgh in 1908, 
The Ivan B. Nordhem Company, grew 
rapidly. In 1912 a chain of offices 
Was opened around the country and 
the following year headquarters were 
moved to New York. 

His agency placed advertising in 
all mediums until 1913, when Mr. 
Nordhem announced he would confine 
his agency’s activities to the outdoor 
medium. The campaigns he directed 
in this medium had given his organ- 
ization the standing of specialists and 
it was Mr. Nordhem’s theory that 
agencies serving national advertisers 
should strive for greatest efficiency 
by specializing in one advertising 
field. 


Organizes Bakers 


His work for a number of bakery 
accounts was so successful and his 
clients’ dependence on him for guid- 
ance in all phases of management, 
as well as merchandising counsel, 
grew to such a point that they pre- 
vailed upon him to withdraw from 
his agency to organize the Quality 
Bakers of America in 1921. This 
group of 127 non-competitive inde- 
pendent bakers led by Mr. Nordhem 
endeavored to obtain the advantages 
of big business through merchandis- 
ing cooperation. 

He added to his interests in the 
bakery field in 1926 by forming a 
merger of 27 companies, the Liberty 
Baking Company, and _ becoming 
chairman of the board. 

A year ago last July he resigned 
as executive secretary of the Quality 
Bakers of America and from his of- 
fice in the Liberty Baking Company 
to return to the advertising field as 
a merchandising consultant. 

When he entered the bakery field, 
he disposed of his agency interest to 
a group of associates headed by L. 
B. Scoville, who succeeded him as 
president, and Colver Gordon, who 
became executive vice-president. The 
name of the agency was changed soon 
after to General Outdoor Advertis- | 
ing Agency of America, Inc. 

Mr. Nordhem’s most famous adver- | 


CAREER IS ENDED 


Ivan B. Nordhem 


tising exploit was the introduction of 
Ward’s Tip Top Bread in 1912. This 
was the first major campaign on 
trade-marked bread, as well as the 
first advertising of a fresh bakery 
product in the outdoor medium. Its 
success marked the beginning of the 
company’s rapid expansion, with Mr. 
Nordhem continuing for many years 
as its advertising agent. 


Eldred, Brown and 
Eldred Is Formed 


A new firm of merchandising coun- 
sellors, Eldred, Brown and Eldred, 
has taken offices at 370 Lexington 
Ave., New York. 

The principals are Dwight B. 
Eldred, formerly business manager 
of the Fox Case Corporation; Kil- 
burn B. Brown, at one time manager 
of the New York office of Critchfield 
& Co., Chicago; and Floyd B. Eldred, 
formerly associated with the WNa- 
tional City Company. 


Issues Summary of 


Census Statistics 


E. Katz Special Advertising Agency, 
New York, has published “A Sum- 
mary of the United States Census of 
1930” for cities of 100,000 population 
or more. The book presents in con- 
venient, usable form all the informa- 
tion made available by the last cen- 
sus for the use of persons interested 
in merchandising and marketing. 

Copies are on sale at the New York 
office of the agency. 


Death of F. W. Brandt 


Frederick W. Brandt, business 
manager of The Financial World, 
New York, died last week of pneu- 
monia. He was associated with the 
Guenther Publishing Corporation, 
publishers of the financial paper, for 
more than 20 years. 


Real Silk on Air 


Real Silk Hosiery Mills, Indiana- 
polis, will go on the air Feb. 5 with 
a half-hour program at 10:15 p. m., 
Sundays, featuring Vincent Lopez 
and his orchestra. The Chicago office 


|of Erwin, Wasey & Co. directs the 


account. 
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Two little girls went from this home to a very 
substantial private school recommended by 
the School Department of Scribner's Magazine 


EDUCATION OF 
PUBLIC PROVES 
DIFFICULT TASK 


Indianapolis, Ind., Jan. 26.—How 
the General Baking Company has 
tried one advertising plan after an- 
other, in its effort to sell to the 
American people an intangible idea, 
the value of Vitamin D in Bond 
bread, was related to Advertising 
Club of Indianapolis,at its last meet- 
ing by Prof. Clark A. Richards, di- 
rector of nutritional research of the 
middle western division of General 
Baking Company. 

“When our company adopted the 
idea of baking Vitamin D into Bond 
bread, and building our sales appeal 
around the health-giving property of 
the bread, our officers believed we 
had a vast new market, but we found 
before long that although the mar- 
ket was there it simply didn’t know 
what we were talking about,” Prof. 
Richards said. 

“We started an educational cam- 
paign, using all the usual advertis- 
ing media—newspapers, magazines, 
radio, direct mail, outdoor advertis- 
ing, window displays. At the same 
time we took it as our first job to 
educate our sales force—the drivers 
of trucks who sell and deliver Bond 
bread to the grocers. It was no easy 
task to give these drivers, most of 
them young men who by force of 
circumstances had not gone far in 
school, a technical education on so 
difficult a subject, but we were sur- 
prisingly successful in this. 

“We sent samples of the bread to 
physicians and dentists, urging them 
to make tests and prove our claims. 
And I think most of them supported 
us. But still we did not get the idea 
across to this vast new market. 


Contest Pulls 2,500,000 Entries 


“Then we tried the contest plan, 
and we received 2,500,000 entries. 
You would have thought that when 
all those people read our booklet 
and studied the arguments present- 
ed, in order to answer the contest 
questions, that they would have 
learned what it was all about. But 
apparently they did not. 

“We are going right ahead with 
our advertising—our appropriation 
i§ increased. Last year it was $1,- 
500,000, this year I understand it 
may be as much as $2,000,000, al- 
though I have no official knowledge 
of this amount. But in’ addition to 
our previous work we are now going 
to the people direct. We are going 
into the schools, the parent-teacher 
associations, wherever we can get a 
hearing. Also we are giving plant 
parties, with good entertainment, and 
an illustrated lecture between acts. 
Last night we had 500 grocers at 
our plant, and next week they will 
bring customers. 

“This seems to promise well. We 
have made surveys in other cities 
where these plant parties have been 
held. At a suitable time after the 
plant visits we sent investigators to 
ask people whether they use Bond 
bread, and what caused them to be- 
gin using it. Of those who said 
they used Bond bread, 32.98 per cent 
said they started using it after a 
visit to one of these plant parties.” 


Local Ordinance Voided 


The city of Collinsville, Okla., was 
restrained by a district court order 
last week from enforcing a local ped- 
dlers’ ordinance against representa- 
tives of Jewel Tea Company and 
Grand Union Tea Company. The 
court held the ordinance did not 
cover the business of the tea com- 
panies. 


Foremost Appoints 


Foremost Dairies, Inc., operating 
eleven southern plants, has placed 
its account with the Atlanta office 
of Fitzgerald Advertising Agency. 


Chase in New Post 


Herbert Chase, formerly engineer- 
ing editor of Automotive Industries, 
has joined Automotive Daily News, 
New York, in a similar capacity. 


Del Monte Will 


Feature Salmon 
In New Campaign 


San Francisco, Cal., Jan. 27.—A 
Del Monte canned food hitherto un- 
emphasized will receive major pro- 
motional backing this spring. Wom- 


en’s magazines next month will 
carry the opening copy for Del 
Monte Red Salmon in a cam- 


paign separate from the regular Del 
Monte canned foods advertising. To 
be featured is the fact that there 
was an unusually favorable run of 
Alaska red salmon in the 1932 sea- 
son, that production costs have been 
sharply lowered in recent years, and 
that therefore prices on this item 
of food are at the lowest level in 
eighteen years. 

Subsequent copy will be based 
upon a health appeal, pointing out 
that red salmon is rich in vitamins 
A and D, and that it contains such 
valuable constituents as iodine and 
phosphorus. 

The entire campaign will be bent 
toward the specific purpose of in- 
creasing Lenten sales as well as im- 
proving the position of Del Monte 
Red Salmon in the canned fish field. 
The advertising is under the direc- 
tion of McCann-Erickson, Inc., San 
Francisco. 


New York Group 


Names Committees 


Pliny Porter, president, Associa- 
tion of Advertising Men, New York, 
has announced the following commit- 
tee chairman and assistants: ‘“Ad- 
Vents,” Howard Warner, editor, 
Perry Candy Company; finance, Wal- 
ter Kaspareit, Artstone Products 
Corporation, T. Howard Sarine, Na- 
tional Lead Company; membership, 
Harold O'Neill, Fisher Stevens Serv- 
ice, and Frank E. Chizzini, Robert E. 
Ramsay Organization. 

Panels, Tom Hughes, National Ex- 
port Advertising Service, and Har- 
old Bisson, McGraw-Hill Publishing 
Company; entertainment, Clairbourne 
Flinn, Everett Waddey Company and 
Harry Paley, Gem Creations Publish- 
ing Company; sociability, Leslie G. 
Anderson, Billboard, and _ Gilbert 
Reade, Metropolitan Life Insurance 
Company; employment, Harry Ehr- 
man, J. C. Penney Company and 
Walter Meinzer, Postal Telegraph 
Company. 

Publicity, L. A. Nixon, American 
Airways and Al Rose, McGraw-Hill 
Publishing Company; house, Andy 
Johnson, College Publishers Repre- 
sentatives, Inc. and Lee Gill, 
Churchill-Hall, Inc.; constitution, A. 
W. Schrage, A. S. M. E. and Allen 
Swenken, Lathrop Paper Company; 
reception, L. H. White, Utilities Sup- 
ply Company and R. A. Engel, Givau- 
dan-Delawanna, Inc.; legal, Ed Cohn; 
athletic, Harold Secan, Secan Asso- 
ciates. 


Flaherty to Anheuser- 
Busch; Appropriation Up 
Robert H. Flaherty, for four years 

with D’Arcy Advertising Company, 

and before that connected with vari- 
ous newspapers and magazines, has 
been appointed advertising manager 
of Anheuser-Busch, Inc., St. Louis. 

August A. Busch, Jr., general man- 
ager, has announced that the com- 
pany’s 1933 advertising appropria- 
tion will be increased by $1,000,000, 
making it by far the largest in the 
company’s history. 


Chicago Art Directors 
Sponsor Exhibition 


The first annual exhibition of Art 
Directors Club of Chicago, presenting 
the works of artists, designers and 
photographers of Chicago and vicin- 
ity, will be held in the Marshall 
Field exhibition rooms, Feb. 2-11. 

The opening of the exhibition will 
be preceded by a joint luncheon of 
~ Club with the Advertising Coun- 
cil. 


Seek to Tax Chains 


An “anti-chain store bill” that 
would require heavy license fees of 
owners of more than one store, has 
been introduced in the Michigan leg- 
islature. Similar bills were defeated 
in 1929 and 1931. 


P. A. C. A. Sets Dates 


The annual convention of Pacific 
Advertising Clubs Association will 
be held in Sacramento, June 18-21. 


NEW TOP FEATURE 
OF HOSIERY COPY 


Milwaukee, Wis., Jan. 26.—Contin- 
uing its policy of giving its dealers 
a definite theme which enables them 
to go after quality hosiery business 
from the style and fashion angle, 


Phoenix Hosiery Company has in- 
troduced a “Custom-Fit” top on 
women’s hosiery which will be the 
featured point of discussion in its 
national magazine advertising this 
year. 

While copy will stress the new 


stocking top, and will urge readers 
to identify Phoenix products by this 
feature, the essential idea of all 
Phoenix promotion material—style— 
will not be relegated to a subordi- 
nate position in favor of the some- 
what technical details of manufac- 
turing hosiery. The idea of Phoenix 
hosiery as part of the perfect femi- 
nine ensemble will be achieved by 
showing figures fully gowned, with 
the “Custom-Fit” top encircled. 
Because the company believes that 
merchandising from the _ dealer’s 
standpoint is of exceptional impor- 
tance, dealer helps of various kinds 
will play a large part in the com- 
pany’s 1933 promotion plans. _ In- 
cluded in this material for dealers 
will be two interesting window dis- 
plays featuring the new top and the 
new “desert tones,” fashion cards 
for counters, local newspaper adver- 
tising, and direct mail folders. 


Has Own Colors 


Phoenix handles its color angle in 
an unusual manner. This season 
bieges are in vogue and Phoenix has 
identified them in connection with 
its own hose through the use of the 
descriptive term, “Desert Tones.” 
From these tones it has picked one 
color to feature consistently and that 
has been designated as Fieste. 

The merchandising of men’s and 
children’s hose is being handled in a - 
similar manner, three distinct ideas 
for merchandising” children’s hose 
being built around color, candy 
stripe socks and plaids. 

Complete window display units of 
kiddy type to sell color in a new 
way are being furnished to dealers, 
as well as toy helicopters that actu- 
ally fly and stick candy to match the 
candy stripe socks. In addition it 
offers the dealers newspaper mate- 
rial which ties up with the basic 
style and quality there. 

The company has added 2,133 deal- 
ers during the past year. 


Wisconsin Brewers 


Recreate Association 


At a meeting of Wisconsin State 
Brewers’ Association last week, at 
which almost every brewery in the 
state was represented, S. E. Abrams, 
general manager, Schlitz Brewing 
Company, Milwaukee, was elected 
president; Dan Bleser, Manitowoc 
Products Company, vice-president, 
and W. H. Kraft, Miller Brewing 
Company, secretary and treasurer. 

Directors, in addition to the of- 
ficers, are: Henry Bills, Sr., Inde- 
pendent Milwaukee Brewing Com- 
pany; C. H. Fauerbach, Fauerbach 
Brewing Company; E. A. Landsberg, 
Blatz Brewing Company; Fred Pabst, 


Sr., Pabst Brewing Company, and 
A. L. Schwalm, Oshkosh Brewing 
Company. 


Organize Michigan 
Radio Network 


Organization of a state radio net- 
work, with Station WXYZ, Detroit, 
as its key station. has been an- 
nounced by George W. Trendle, presi- 
dent, Kunsky-Trendle Broadcasting 
Company. The hookup will start op- 
erations Jan. 31. 

The new chain, to be known as 
Michigan Radio network, will include 
WOOD and WASH, Grand Rapids; 
WIBM, Jackson; WELL, Battle 
Creek; WKZO, Kalamazoo, and 
WFDF, Flint. 


To Sell Novelties 


Ellis R. Evans, Clyde W. Lawrie 
and Richard Penndorf have organized 
Newspaper Service Company, Mil- 
waukee, Wis., to manufacture adver- 
tising novelties and other advertis- 
ing material. 
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TO ADVERTISERS WHO DIDNT BELIEVE OUTDOOR 
ADVERTISING RESULTS COULD BE TESTED 
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Reprinted from 
Advertising Age 
Oct. 2, 1932 


Today’s conditions are causing more and more thrifty advertisers to test their 
advertising and check results. If you are this type of advertiser and would like facts 
from an agency specializing in Outdoor Advertising that has pioneered the testing idea 
in Outdoor Advertising, we would like to have you call us in to explain . . . or, in due 
modesty, we might suggest a wire or long distance ’phone call to Mr. Paul Ryan, Adver- 
tising and Sales Promotion Manager of the Shell Petroleum Corporation of St. Louis. 


He will tell you about us and how results obtained through Outdoor Advertising have 
been definitely checked and proved. 


OUTDOOR ADVERTISING AGENCY OF AMERICA 


NEW YORK PITTSBURGH CHICAGO 


GRAYBAR BUILDING BESSEMER BUILDING 6 N. MICHIGAN AVENUE 
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STRESS LUXURY 
IN NEW PHILCO 
RADIO CAMPAIGN 


Philadelphia, Jan. 26.—Philco’s bid 
for a larger share of the radio market 
in 1933 will be made with schedules 
approximating those of last year in 
national magazines and a substantial 
increase in radio broadcasting and 
business publication space. 

In addition to continuing its fa- 
mous concerts by Leopold Stokowski 
and the Philadelphia Symphony Or- 
chestra, the company has inaugurated 
a new five-day-a-week series featuring 
Boake Carter, caustic commentator 
on people and events, who developed 
an unusual local reputation here un- 
der the sponsorship of various local 
advertisers. 

Business publication copy will be 
substantially increased during the 
year because successful merchandis- 
ing during periods of poor business 
requires more and closer contact be- 
tween the manufacturer and his deal- 
ers, in the opinion of Philco and its 
agency, F. Wallis Armstrong Com- 
pany. 

Although general advertisements 
announce the Philco price range of 
from $18.75 to $250, greater stress 
will be placed on higher priced sets 
and luxury innovations, according to 
Clarence E. Bosworth of the agency 
staff. 

“We believe,” Mr. Bosworth told 
ADVERTISING AGE, “that radio is now 
at the luxury stage of its develop- 
ment. In coming to this point, it has 
followed the lead of every other pro- 
duct designed for human comfort, 
convenience or enjoyment. 


Expect Good Reception 


“No longer is good radio reception 
a novelty. People take that for 
granted just as they do the fine pro- 
grams which come to them without 
cost. Consequently, we feel that it is 
the luxury elements about sets which 
will now interest them far more than 


mere matter of fact mechanical fea- 
tures or ‘amazing’ statements about 
reception.” 

Current copy in national magazines 
for the new Philco Lazy-X model, 
which utilizes two units so as to give 
“chair-side” radio control, illustrates 
the luxury appeal which will be fea- 
tured throughout the year. Typical 
copy for this model says: 

“The easiest, laziest way to listen 
in! Relax, enjoy and change pro- 
grams without moving from your 
chair. 

“Sink deep into your most com- 
fortable chair. A radio of glorious 
tone begins playing softly across the 
room. Would you prefer it louder? 
A touch of your finger and the full 
volume of the orchestra sweeps into 
the room. . . . That’s Lazy-X con- 
venience—made possible by Philco 
Perfected Remote Control.” 

Philco local advertising, in cooper- 
ation with dealers, which company 
officials believe is a separate problem, 
will continue to be handled sepa- 
rately, Hutchins Advertising Com- 
pany, Rochester, N. Y., being in 
charge of this phase of the program. 
This company will direct dealer ad- 
vertising throughout the country, act- 
ing in place of the ten or eleven scat- 
tered agencies which formerly han- 
dled this work, thus enabling all 
dealer advertising in every part of 
the country to be coordinated more 
effectively, and to tie-up more closely 
with the national copy. 


Johnson Re-Appoints 


Lamport, Fox & Co., South Bend, 
Ind., have been re-appointed adver- 
tising agents for Johnson Motor 
Company, and Jomoco, Inc., a subsid- 
iary. H. C. Delabar has been named 
president of Johnson, following reor- 
ganization of the company. 


Petry on Coast 


Edward Petry & Co., radio station 
representatives, have opened Pacific 
Coast offices in the Russ Building, 
San Francisco, with J. Rufus Doig 
in charge. 


Uphold Radio Fee 


Canada’s license fee of $2 annually 
on all radio receiving sets was up- 


held in a test case tried in Windsor. 


ARTHUR B. 
HARRY J. 


FREDERICK 


CHARLES F. HANSER 
ARTHUR B. CHURCHILL 


H. E. Lesan Advertising Agency 
announces the election of Officers 
and Directors for 1933 


President: 
JAMES MACKAY 


Vice-Presidents: 
CHARLES F. HANSER 


Secretary-Treasurer: 


Directors: 
FRANCIS H. SISSON, Chairman 


FREDERICK J. COLEMAN 


420 Lexington Avenue, New York City 


CHURCHILL 
WINSTEN 


J. COLEMAN 


FRANK H. FAYANT 
WILLIAM DONAHUE 
JAMES MACKAY 


YEARLY ADVERTISING LINEAGE IN MAGAZINES 


Standard 1931 1932 
Atiantic Monthly 138,507 91,483 
Current History 32,424 30,212 
Golden Book ...... 101,680 37,408 
Harper's Magazine... 172,812 120,241 

Total Group ..... 445,423 279,344 
Flat 
American .......2s. 342,984 241,609 
American Boy ..... 152,720 101,566 
American Girl ..... 55,550 42,943 
MO acteneeocseces 38,193 30,984 
Ba er 171,984 121,612 
CORE EAEO ccccccses 80,723 52,766 
Cosmopoltan ....... 347,575 267,288 
i icenne 6oes ss 78,137 55,134 
eg eee 36,010 28,192 
Ree 118,703 79,203 
SS rer 164,448 103,573 
ED 2666626066000 98 150,698 80,531 
Motion Picture...... 167,167 151,959 
Open Road......ce0s 77,434 72,262 
OO BOR 235,326 177,260 
Physical Culture..... 183,889 157,247 
DEE <cacpeseoase 180,953 163,012 
Review of Reviews 

& World’s Work.. 166,250 96,473 
St. Nicholas......... 57,760 35,694 
BOPIDMOS .ccccevess 91,067 91,165 

Total Group......2,897,571 2,150,473 
Women’s 
DOOTIMOROP 2c ccccces 423,417 313,657 
Farmer's Wife...... 152,375 122,154 
Gentlewoman ...... 63,961 49,246 
Good Housekeeping. 660,137 538,049 
Harper’s Bazaar.... 753,970 551,649 
SEE. Sv vecscapes 216,214 120,986 
Household Magazine 159,059 118,558 
Ladies’ Home Jour. 806,402 539,760 
et ee 539,781 476,705 
Mother’s-Home Life 

& Household Guest 48,045 23,589 
Needlecraft ........ 60,236 45,443 
Parents’ Magazine... 181,931 139,858 
Pictorial Review.... 396,745 216,564 


True Story.....+... 366,814 295,373 


Vogue (Semi-Month- 
, Peer errr err 968,504 717,974 
Woman's Home Com- 
MOI 2605460608 622,187 458,574 
Woman's World.... 127,768 95,181 
Total Group...... 6,547,546 4,823,320 
General 
American Golfer.... ...... 125,398 
American Home..... 243,999 106,055 
Arts & Decoration... 358,538 146,272 
Better Homes & Gar- 
rer esr 233,479 161,466 


Burroughs Clearing 1932 1933 

BOOGEO Kanrscecene 100,586 74,848 
Country Life....... 481,942 219,048 
Field and Stream... 178,799 128,611 
DOES ncacevevanse e00066 337,093 
Fur—Fish—Game .. .....-. 68,541 
Home & Field...... 183,349 138,197 
House & Garden.... 549,286 289,961 
House Beautiful.... 282,170 127,765 
Hunter—Trader— 

.,,.... SPE T Te 115,406 84,851 
Hunting & Fishing. 100,895 81,987 
Modern Mechanix... 146,254 109,510 
National Geographic 99,775 70,343 
National Sportsman. 126,480 103,710 
Nation’s Business... 381,804 211,325 
Outdoor America.... 68,356 34,623 
Outdoor Life........ 114,070 90,626 
Popular Mechanics... 253,138 174,560 
Popular Science..... 193,678 122,076 
Scientific American. 51,317 36,386 
Sports Affeld....... 96,543 103,020 
Sportsman ........- 320,984 151,572 
BP svccndcceeceses 706,495 323,787 
TORVGL waccesncesess s0d¥es 81,020 
Vanity DPalr....ccee 376,250 214,625 

Total Group......5,763,593 3,917,276 
Mail Order 
Blade & Ledger.... 56,579 28,663 
or 61,092 57,075 
Everyday Life...... 40,143 18,465 
Good Stories........ 58,664 42,145 
Hearth & Home.... 58,773 42,380 
BEOMO CHGS. cc cccss covese 24,346 
Home Friend....... 54,104 33,045 
Household Journal.. 46,061 27,143 
Illustrated Mechan- 

DO utseksdee bashes sane 20,281 
BED 6 sa cece resene 32,476 27,857 
Sovereign Visitor... 25,943 14,119 

Total Group...... 433,835 335,519 
Weeklies & *Semi-Monthlies 
American Weekly... 975,426 844,158 
Business Week..... 399,261 249,535 
REM cecvecseses 975,335 694,052 
WP. ss bcseeenses 240,727 142,333 
ROUEN cones see eens 326,552 280,469 
Literary Digest..... 432,537 379,054 
Mew Yorker..i..o.. 1,032,274 790,719 
Saturday Evening 

PORE cccwvonncsses 2,521,146 1,675,910 
-;: | MaeTerrrrrereren 805,035 620,840 


*Town & Country... 663,242 351,842 


Total Group...... 8,371,535 6,028,912 
—The Advertising Record Company. 


Perfect Circle 
Completes 1933 
Campaign Plans 


Hagerstown, Ind., Jan. 26.—The 
Perfect Circle Company, makers of 
piston rings, will spend $375,000 on 
advertising during 1933, it has been 
announced, making the campaign one 
of the most extensive in the com- 
pany’s history. 

As in 1932, 13 pages in color will 
be used in Saturday Evening Post, 
which has heretofore been used ex- 
clusively in the general field by the 
company, and five two-color pages and 
five half-pages in Collier’s have been 
added to the schedule. 

To reach the farm market, which 
the company considers one of the three 
major piston ring markets, Country 
Gentleman will again be used, the 
schedule in this publication calling 
for six two-color pages and six half- 
pages. 

The trade journal campaign will be 
extensive, and will include regular 
schedules in Automotive Trade Jour- 
nal, Motor, Motor Maintenance and 
Automobile Digest. 

A considerable portion of the ap- 
propriation will be spent for booklets, 
catalogs, posters, window trims and 
other dealer helps. 

Sidener-Van Riper-Keeling, Inc., In- 
dianapolis, is the Perfect Circle 
agency. 


General Tire 1932 Net 
Doubles Previous Year 


Operating profit of General Tire 
and Rubber Company in 1932, before 
depreciation, interest and special re- 
serves, was $1,448,872.70, compared 
with $587,187.65 in 1931, it has been 
announced. 

It is rumored that the company’s 
advertising appropriation for 1933 
will be considerably larger than that 
of last year. 


McNeel Names Tuthill 


Newspapers and direct mail will 
be used by Tuthill Advertising 
Agency, New York, for McNeel Mar- 
ble Company, Marietta, Ga. 


“Tribune” Suspends 


Fresno, Cal., Tribune, morning 
daily started last March, has sus- 
pended publication. 


Spaghetti Eaters 
To Be Shown in Copy 


An unusual national food campaign 
will get under way Feb. 1 when 
Durso, Florey, Lauesen & Salomon, 
Chicago, starts a 2,400-line campaign 
in Waukegan, IIl., News-Sun featur- 
ing A. Russo & Co.’s non-fattening 
macaroni products. 

The campaign will be built around 
Joan Blondell, Warner’ Brothers’ 
beautiful blond film star, who will 
be shown in graphic actually eating 
spaghetti. This is said to be the 
first time that a movie star or celeb- 
rity of Miss Blondell’s standing has 
ever been shown in the process of 
eating an advertised food product. 

Guy Bush, Chicago Cubs pitching 
ace; Georgia Lustig, Ziegfeld Follies 
beauty; Sara Ann McCabe, featured 
soprano of the National and Colum: 
bia Broadcasting Systems, and Chef 
Adolph Rigert of the Medinah Ath- 
letic Club, Chicago, will also be fea- 
tured in graphic in this campaign, 
which will be extended to other IIli- 
nois and midwestern newspapers as 
rapidly as distribution is perfected. 


Urges Ice Advertising 


Speaking before the annual con- 
vention of Iowa Association of Ice 
Industries at Waterloo, Lee R. Gir- 
ten, Sioux Falls, S. D., president of 
the national association, declared that 
ice manufacturers should spend three 
per cent of their gross income for 
advertising. 


Phillips Revenue Up 


The Phillips Petroleum Company, 
Bartlesville, Okla., will show an op- 
erating profit of approximately $18,- 
500,000 for 1932, according to Frank 
Phillips, president. Total revenue 
for the year is expected to be much 
larger than in 1931. 


Smith Joins KFRC 


Hanssell W. Smith, formerly with 
Hamman-Lesan Company and Mc- 
Cann-Erickson, Inec., San Francisco, 
has been named advertising manager 
of KFRC, San Francisco. 


Enders Razor to D’Arcy 


Advertising of Enders Razor Com- 
pany, St. Louis, has been placed with 
D’Arcy Advertising Company, St. 
Louis. 


Daily Buys Weekly 


Norman, Okla., Transcript, after- 
noon daily, has purchased the weekly 
Democrat-News and will continue its 
publication. 


NEW PROCESSES 
TO GIVE PUNCH 
TO CHEESE COPY 


Chicago, Jan. 26.—The last of a 
series of sales meetings is being held 
this week by Kraft Phenix Cheese 
Corporation as a prelude to one of the 
most intensive advertising campaigns 
in its history. 

Every type of medium will be in- 
cluded in the drive for cheese and 
mayonnaise. New manufacturing dis- 
coveries offer an entirely new story 
for the former, while the tale for 
mayonnaise will relate improvements 
almost as revolutionary. 

Magazine schedules call for both 
color and black and white. Copy will 
break in the March issues of women’s 
magazines and the Feb. 11 issue of 
The Saturday Evening Post. 

Newspaper schedules embrace 55 
major cities, 100 smaller ones and 
about 850 papers reaching small 
towns. 

For the first time, the company will 
use magazines reaching the small- 
town market, with space in The 
Farmer’s Wife and The Country Gen- 
tleman. The radio program will be 
continued, while car cards will be 
employed in the larger markets. A 
number of journals reaching home 
economists are on the list. 


Has New Packages 


In addition to the new process, 
which retains “the full natural flavor” 
of Kraft cheese, the company is whet- 
ting interest with a complete re- 
juvenation of its packages. 

Kraft-Phenix takes a_ long-time 
view of sales. While results have 
varied from year to year, the general 
trend of cheese consumption has been 
steadily up over five-year periods, the 
increase amounting to 55 per cent in 
14 years. 

The company regards this as a 
triumph for advertising and the qual- 
ity of its products, since trade- 
marked cheese has enjoyed its full 
share of the larger market, in spite 
of the fact that bulk cheese is always 
available at about one-third of the 
cost. 

This year’s appropriation, there- 
fore, is considerably larger than that 
of 1932. J. Walter Thompson Com- 
pany is in charge of advertising. 


PX Appoints 


PX Products, Inc., Detroit and 
Los Angeles, solution for feminine 
hygiene, etc., has placed its Pacific 
coast advertising with Smith & 
Drum, Inc., Los Angeles. Newspa- 
pers, radio, direct mail and dealer 
helps will be used. 


Carlos McClatchy Dies 


Carlos Kelly McClatchy, publisher 
of Fresno, Cal., Bee-Republican and 
vice-president and general manager 
of McClatchy Newspapers, with pa- 
pers in Fresno, Sacramento and Mo- 
desto, died suddenly of double pneu- 
monia, Jan. 17. He was 42 years old. 


Ted Watson Dies 


Theodore Watson, charter member 
of Pacific Association of Advertising 
Agencies, and at various times with 
the San Francisco agencies of Lord 
& Thomas, McCann-Erickson, and 
Honig-Cooper, died Jan. 17 after a 
long illness. 


Four Join Network 


Adam Sutcliffe Advertising Agency, 
Providence, R. I.; Harold Aarons, 
Inc., Detroit; Bonsib, Inc., Ft Wayne, 
Ind., and Arthur Towell, Inc., Madi- 
son, Wis., have joined Allied Service 
Agencies Network. Membership of 
the group is now 23. 


Cramer Lectures 


F. G. Cramer, president, Cramer- 
Krasselt Company, Milwaukee. talked 
on “Redesign and Regimentation” be- 
fore the Milwaukee Advertising Club 
lecture group Jan. 25. 


Bramkamp Moves 


Lynn Bramkamp, San Francisco 
publishers’ representative, has moved 
to new quarters at 557 Market St. 
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ADVERTISING AGE 


SALE OF RADIO 
TIME IN 1932 
HITS NEW HIGH 


New York, Jan. 26.—Although the 
total chain radio time sold in De- 
cember, 1932, fell approximately 
$593,000 below December, 1931, mak- 
ing the sixth consecutive month in 
which 1932 volume fell below that of 
the same month in the preceding 
year, total dollar volume of National 
and Columbia time sold during 1932 
exceeded 1931 by more than $3,300,- 
000, making the year just ended by 
far the best in the history of broad- 
cast advertising. 

The total for 1932 was $39,106,776, 
according to the radio broadcasting 
division of Advertising Record Com- 
pany, compared with $35,791,999 in 
1931; $26,815,746 in 1930; and $18,- 
729,571 in 1929. 

Individual classifications accounted 
for the following amounts in the 
1932 total: automotive, $1,939,094; 
building materials, $18,296; cigars, 
cigarettes, tobacco, $6,245,223; cloth- 
ing and dry goods, $395,144; con- 
fectionery and soft drinks, $1,635,- 
096; drugs and toilet goods, $8,526,- 
268; financial and insurance, $1,251,- 
977. 

Foods and food beverages, $11,297,- 
227; garden, $60,690; house furni- 
ture and furnishings, $255,672; jew- 
elry and silverware, $150,638; lubri- 
eants and petroleum products, $2,- 
303,331; machinery and mechanical 
supplies, $657,615; office equipment, 
$35,653; paints and hardware, $435,- 
955. 


Several Increase 
Radios, phonographs, and musical 
instruments, $167,757; shoes, furn- 
ishings, trunks and bags, $396,151; 


soaps and housekeepers’ supplies, 
$1,119,592; sporting goods, $97,678; 
stationery and books, $750,298; 


travel and hotels, $41,551; misce?ia. 
neous, $1,325,870. 

Of these, automotive, tobacco, 
confectionery, drugs, foods, jewelry, 
petroleum products, and miscellane- 
ous increased their expenditures over 
1931. 

National Broadcasting Company’s 
share of the 1932 total was $26,504.,- 
891; that of Columbia Broadcasting 
System, $12,601,885. 

Total billing in December, 1932, 
was $3,005,683, of which National ac- 
counted for $2,000,454, and Columbia 
$1,005,229. The December, 1931, to- 
tal was $3,598,110. 

Of 305 companies using time on the 
chains’ networks during 1932, six 
spent $1,000,000 or more, according 
to the tabulation. American To- 
bacco Company led the parade, with 
a total of $1,851,194, and was closely 
followed by Standard Brands, Inc., 
with $1,819,891. The others, in order, 
were: Liggett & Myers Tobacco Com- 
pany, $1,746,424; Pepsodent Com- 
pany, $1,735,380; R. J. Reynolds To- 
bacco Company, $1,170,500; General 
Foods Corporation, $1,045,027. 

Others whose expenditures for 
radio time on chains during 1932 
totaled $250,000 or more include: 
Affiliated Products, Inc., $424,682; 
American Cigar Company, $297,675; 
Armour & Co., $283,388; Barbasol 
Company, $570,405; Bayer Company, 
$318,541; Best Foods, Inc., $526,974. 

Campana Corporation, $268,377; 
Cities Service Company, $407,853; 
Colgate - Palmolive - Peet Company, 
$468,660; Congress Cigar Company, 
$383,401; Corn Products Refining 
Company, $476,436; Cream of Wheat 
Corporation, $345,389; Democratic 
National Committee, $349,135; J. C. 
Eno, Ltd., $293,672; Firestone Tire & 
Rubber Company, $312,087. 

General Electric Company, $611,- 
768; General Mills, Inc., $733,156; 
Goodyear Tire & Rubber Company, 
$427,482; Great Atlantic & Pacific 
Tea Company, $819,124; Kellogg Com- 
pany, $420,253; Lambert Pharmacal 
Company, $322,281; Lamont Corliss 
& Co., $282,198; Metropolitan Life 
Insurance Company, $394,144; Penn- 
zoil Company, $254,150. 

Charles H. Phillips Chemical Com- 
pany, $351,726; Premier Malt Sales 
Company, $255,496; Procter & Gam- 


ble Company, $570,564; Quaker Oats 
Company, $535,038; Republican Na- 
tional Committee, $506,624; Swift & 
Co., $867,672; Texas Company, $290,- 
956; Vacuum Oil Company, $268,938; 
Wander Company, $367,368; G. Wash- 
ington Coffee Refining Company, 
$307,826; Wheatena Corporation, 
$249,568; Wm. Wrigley, Jr., Company, 
$755,868. 


S. I. Turovlin Dead 


Solomon I. Turovlin, 47, advertis- 
ing manager of the Jewish Daily For- 
ward, Chicago, died Jan. 22 of a heart 
attack. 


Fire Consumes Plant 
The Catholic Union and Times 
Building, Buffalo, N. Y., was de- 
stroyed by fire Jan. 25. 


Moore Is Re-Elected 


Folsom Moore, Bisbee Review and 
Ore, was re-elected president of 
Arizona Daily Newspaper Publishers 
Association at the recent meeting. 
President C. A. Mitten, Chandler Ari- 
zonan, was re-elected head of Arizona 
Newspapers Association. 


D’Or Gains Control 


Leo C. D’Or has taken over com- 
plete control of Kettle-D’Or Asso- 
ciated, San Francisco publishers’ rep- 
resentatives, and is operating the 
business under his own name at 107 
War Memorial Bldg. 


KTAB Moves Offices 


Station KTAB, San Francisco, has 
moved its central staff to 1424 Frank- 
lin St., Oakland, Cal. 


G. H. Porter Promoted 


G. Harold Porter, for seven years 
in charge of the Pacific coast RCA 
organization, has been named vice- 
president of RCA-Victor Corporation, 
in charge of Pacific coast operations, 
and has moved his headquarters from 
San Francisco to Hollywood. 


Melton Gets Medal 


Laurence R. Melton, Dallas, Tex., 
Dispatch, and member of the board 
of directors of Dallas Ad League, has 
been awarded the “Silver Star” medal 
for gallantry in action during the 
World War. 


Sieck in New Quarters 


H. Charles Sieck, Inc., Los An- 
geles, has moved to larger quarters 
in the Chamber of Commerce Bldg. 


Sarles Rejoins Agency 

John H. Sarles, a member of the 
staff of Needham, Louis and Brorby, 
Inc., Chicago, from 1925 to 1928, and 
more recently with the Chicago of- 
fice of United States Advertising 
Corporation, has rejoined the former 
agency. 


Earnshaw in Cleveland 


Haire Publishing Co., New York, 
has opened an office in Cleveland in 
charge of George M. Earnshaw, who 
has been advertising manager of 
Rock Products, Chicago, for the past 
12 years. 


Gray Joins Agency 


Ralph Gray, commercial artist, has 
joined the staff of Humphreys & 
Matthews, Stockton, Cal. 


CHICAGO 


L. F. McClure 
737 N. Michigan Ave. 


L. F. McClure 
414 United Artist Bldg. 


DETROIT 


BOSTON 


Travers D. 
194 Boylston Street 


Carman Gordon Simpson 
Simpson-Reilly, 


Bendix Bldg. 


LOS ANGELES 


SOLD OUT again by the 
middle of the month NEW 
OUTLOOK, edited by 
Alfred E- Smith, continues to 
demonstrate its ability to an- 
ticipate the reading & th 
trends of the American 
people in an era of change 
in business & society. 
OUTLOOK PUBLISHING CO. 


515 MADISON AVENUE, NEW YORK CITY 


inking 


SAN FRANCISCO 


Walter S. Reilly 
Simpson-Reilly, 
Russ Bldg. 
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DRAMATIZING THE KITCHEN MARATHON 
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LEONARD: © 


lo your refrigerator ? 


Forty-six times a day. the average wor 


says a farnous home ecomamst. The equivalent of 48 miles a 
year or more! Extra steps effort, fatigue’ 
Now you can cut your hatchen mileage im half with the step-savin, 
z ~ s 
L&N-A-Dok, found only in the new Leonard Electric. Instead of 


taking one dish al a time. 
on each trip. A touch of the toe om the pedal; the door swings 


gently open 
Any good electric reiryerator will save food, but here's a retriger 
ator built to save vou. too. The L¥N-A-DoR is only one of many 


advanced features of 
Leonard's 52 years’ experience 
beautiful, roomy. long lived. See the new Leonard blectrics i 


Fem ag 


EXTRA 
MILES 


an goes t her refrigerator 


you “double ap.” with both hands full 


the new Leonard Electne, growing out of 


extra values in models that are 


modets 4 all-porcelain now on 
display A convenient payment plan 
tnakes it casy to Own one 


LEONARD RFFRIGERATOR COMPANY 
ale - 1s Row . ered? Miokeder 
No Other Electric Refrigerator Brings 
You Ait These Extra Features 
tee Lew A Does al «rhe maine Ching us the 


Ab Parcciow Contig Cait ~ « 


Metemsta Ftectx Light 


Vegetade Bo 


dtuew model 
wormage @ segenaites 


Theses seoten of tatephese Grectery ente 
“Retrigeration - Fivetre ter wearest Leoneré Gpates 
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FO. 8 Fectery 
INSTALLATION OHO 


Typical advertisement in the 1933 campaign of Leonard Refrigerator 
Company, which will feature the Len-A-Dor foot pedal as a saver of 
kitchen steps. 


LOWER MILEAGE 
IN KITCHENS IS 
LEONARD THEME 


Len-A-Dor Painted As Saver 
of Housewives’ Steps 


Detroit, Mich., Jan. 26.—Capitaliz- 
ing on their findings that the aver- 
age housewife walks an average of 
48 miles a year to and from her re- 
frigerator, Leonard Refrigerator 
Company will break copy early in 
February on a new “walking mara- 
thon” campaign to sell the idea that 
through the use of Len-A-Dor, their 
exclusive foot pedal device, this 
kitchen mileage can be cut exactly 
in half. 

This striking theme will be car- 
ried through all 1933 magazine and 
newspaper advertising, according to 
A.M. Taylor, merchandising director. 

The national magazine campaign 
will be waged through Saturday 
Evening Post and Good Housekeep- 
ing. The newspaper drive, incorpo- 
rating a one-time circulation of more 
than 8,000,000 families, will blanket 
every distributing territory, and will 
carry the signature of the distributor 
of the territory in which they appear, 
and the names and addresses of all 
dealers operating under them. 


Unusual Illustrations Used 


Early copy in the campaign fea- 
tures “The Meal-Time March! Tired 
Feet Across the Kitchen Floor,” ac- 
companied by an arresting photo- 
graph of a battalion of weary house- 
wives, carrying trays, dishes and 
other containers. “Back and forth 

. back and forth . . carrying 
dishes to your refrigerator!” the 
text will say. “Probably you’ve 
never counted the steps, but a noted 
economist has. She found the av- 
erage woman makes 46 trips a day 

. at least 48 miles of walking a 
year!” 

“The Leonard Electric will save 
fully half that time and effort . 
because it has the Len-A-Dor. You 
can carry dishes in both hands on 
every trip, and a touch of the toe 
swings the door gently open. Only 
Leonard has it.” 


Another typical advertisement will 
show a housewife garbed in street 
attire, marching along the avenue, 
both hands full of dishes, as passers- 
by look on in amazement, with the 
challenging headline, “Must You 
Walk 24 Extra Miles to Your Re- 
frigerator?” 


_Although the foot pedal has been 
a Leonard feature for over a year, 
this is the first attempt to establish 
it as the identifying mark of the 
product. The present plan is to en- 
trench the Leonard in the consumer 
mind as “the refrigerator with the 
self-opening door.” 

The campaign will also give ade- 
quate attention to other “exclusive” 
features, which will be prominently 
listed and described. A special panel 
in most copy will be devoted to the 
cost of the lowest-priced model. 


Mr. Taylor described the genesis 
of the campaign as coming from the 
figures of Miss Grace Pennock, which 
were published in Delineator. 


Outdoor, Direct Mail Used 


Tying-in with the national cam- 
paign, distributors will use exten- 
3ive outdoor space and direct mail, 
on a co-operative basis. Present in- 
dications, according to Brooke, Smith 
& French, Inc., Detroit, the com- 
pany’s agency, are that last year’s 
2,500,000 pieces of direct mail will 
be exceeded in 1933. 


The trade publication schedule in- 
cludes electrical. hardware, furniture 
and radio retailing publications. 


Matches for Fair 


Fifteen billion matches to adver- 
tise A Century of Progress, Chicago’s 
1933 world’s fair, are being manu- 
factured by Diamond Match Company 
for the exposition management. 


Outdoor Firm Moves 


West Coast Advertising Company, 
outdoor posting firm of San Fran- 
cisco, has moved to new headquarters 
at 1864 Market street. 


Pipe Account to Grey 


Demuth & Co., New York, Milano, 
BBB, Wellington and other pipes, 
have appointed the Grey Advertising 
Service, Inc., New York. 


> . . 
“Press” Gives Discount 
Detroit Free Press has announced 

an additional discount of five per cent 
on general display advertising, effec- 


tive Feb. 1 and until further notice. 


MOST IMPORTANT 
FACTOR IS COPY, 
SURVEY REVEALS 


(Continued from Page 1) 


the group’s yardstick, was 75 per 
cent effective, he said, while the aver- 
age effectiveness of the lower half 
of all campaigns was less than ten 
per cent. The average effectiveness 
for the upper half was 32 per cent. 


The Most Effective 

“Among campaigns tested.” Dr. 
Link reported, “those found most ef- 
fective in their respective fields 
were: cigarettes, Chesterfield; cof- 
fees, Chase and Sanborn; automo- 
biles, Plymouth; electric refrigera- 
tors, General Electric; toothpastes, 
Ipana; radios, General Electric; 
canned foods, Del Maize Corn Nib- 
lets; gasolines, Texaco.” 

“The most successful single adver- 
tisement was one by Lever Brothers 
for Lux Soap, the theme of which was 
‘Stop Those Runs in Stockings.’ This 
advertisement, tested two weeks 
after its appearance in Ladies’ Home 
Journal and after some preliminary 
newspaper insertions, was found ten 
times as effective as some campaigns 
which had run in all magazines for 
six months or more. 

“The next most effective advertise- 
ment was one for Bayer’s Aspirin, 
tested a week after it appeared in 
Saturday Evening Post. The third 
most effective single advertisement 
was that by General Electric, an- 
nouncing three years of free service 
on its refrigerators. This was tested 
a week after it appeared in Satur- 
day Evening Post, just before the 
company changed the three years to 
four years of free service and used 
this as a major theme in a group of 
magazines.” 

Stressing the major importance of 
the copy theme, Dr. Link asserted: 
_“It was found that the success of 
an advertisement wads detérmined by 
the manner in which its central 
theme identified the product wit 
some current habit, set of habits, ir- 
ritation, feeling, desire—explicit or 
implicit—on the part of a certain 
portion of the buying public. When- 
ever an advertisement or campaign 
did this, it was effective, whether 
used only once or many times. Ad- 
vertisements which did not do this, 
or did not do it well, were ineffective, 
no matter how often they were run, 
no matter how many colors they 
used, no matter how many media 
they appeared in. 


Only One Explanation 

“On this, and no other basis, was it 
possible to explain why one adver- 
tisement for electric refrigerators 
was more effective than a year’s cam- 
paign for another make, run in all 
the major magazines; why one black 
and white advertisement for Lux 
soap was more effective than many 
beautifully colored advertisements in 
many magazines for a competitive 
soap; why one month’s black and 
white insertions for a certain food 
product were more effective than a 
six months’ campaign in colors, with 
double as well as single pages, for 
a food product equally well known. 

“From these experiments it was 
also obvious that the marketing of a 
product involves far more than the 
relative merits of the product. Again 
and again, it was found that, given 
several products of about equal 
merit, their relative sales were de- 
termined by the manner in which 
the advertising copy projected the 
products into the minds of possible 
consumers.” 


Van Horsen with Gray 


John M. Van Horsen has become 
general manager for Dorothy Gray 
Company, New York, coming from 
Johnson & Johnson, where he created 
the Modess selling organization. He 
was formerly with Crowell Publish- 
ing Company. 


Frankel-Rose Moves 
Frankel-Rose Company, Chicago 
agency, has moved to larger quarters 
in the American Bankers Bldg., 43 


E. Ohio St. 


JANUARY ADVERTISING LINEAGE IN MAGAZINES 


Standard 

1932 1933 
Atlantic Monthly...... 4,956 4,020 
Current History....... 2,166 2,457 
Pe Sebesude cia obo 7,160 3,343 
Gol@em Book ..ccccccs 3,920 2,613 
gg BPP eT ee 8,120 5,511 
Review of Reviews... 7,983 5,736 
Ore. 6,247 4,982 


Total Group 


General 
OO nikki 00 00n 12,619 11,555 
American Boy ........ 5,785 5,523 
American Girl ....... 2,308 637 
American Golfer ..... 7,996 3,552 
American Home ...... 6,774 3,628 
Arts & Decoration.... 14,824 7,473 
rer ere 2,858 3,038 
Better Homes & Gar- 
Cada os Dee ea ee 7,000 7,055 
DT Oe <avekc esses 5,757 3,981 
Se SEO kc ecka sense 3,831 2,257 
Christian Herald...... Sue 7,414 
Cosmopolitan ......... 14,732 14,085 
Commtry Late ..eccccsse 20,089 8,743 
eer re 27,334 20,935 
Futura Publications... eee 3,882 
Golf Illustrated....... TT 5,551 
Home & Field ....... 11,484 5,917 
House & Garden...... 18,352 10,327 
DET ROGOP kc cnccsnver jane 5,891 
SS. ee ree 12,595 4,845 
a rr. Leer 5,660 6,819 
Modern Mechanix .... 9,640 8,335 
Motion Picture ....... 9,817 6,484 
Movie Classic ........ inne 6,417 
National Geographic.. 4,284 4,354 
Nation’s Business..... 21,328 10,293 
|) CS” ere 3,628 3,802 
PRGOORT sc cecncceves 9,731 8,919 
Physical Culture ..... 13,935 7,991 
I a ee rer 8,162 
Popular Mechanics ... 17,292 13,702 
Popular Science....... 12,341 7,560 
En an ci a oo oe: 0% 8,929 8,591 
ee Sa 1,702 1,525 
Scientific American... 2,382 2,645 
MOVOGMIOME besaccccse ieee 5,933 
Silver Screen ........ cane 5,021 
CTD: 5 6<see eaens 12,352 6,353 
OO Serr eee 32,907 15,617 
SP rer ae A 3 | 8,468 
True Confessions..... hes 4,850 


True Detective Mys- 

a eee ee er 2,7 
True Romances 
Vanity Fair 


20,322 9,091 


Total Group ...:... 368,365 304,115 
Women’s 
SPOTIMOREOR cick ice ewes 14,522 16,130 
Parmers Wife.......> 6,151 5,033 
Good Houskeeping.... 25,774 20,903 
Harper's Bazaar...... 40,971 25,620 
og ee eer 5,117 4,952 
Pee 6,437 7,725 
Ladies’ Home Journal 30,230 22,182 


1932 1933 

ey Peer rT rere 19,750 19,992 
Needlecraft «........- 2,195 3,127 
er 9,116 7,425 
Pictorial Review..... 13,007 10,660 
Tower Magazines..... Faye re 8,509 
lL. rere 14,631 12,001 
Vogue (Semi-Monthly) 49,671 27,858 
Woman's Home Com- 

MEP cesdekvénsecee 20,075 18,746 
Woman's World....... 4,442 5,440 

Total Group........262,089 216,303 
Outdoor 
Field & Stream...... 5,383 4,723 
Fur-Fish-Game ...... 7,124 5,563 
Hunter-Trader-Trapper 8,889 6,795 
Hunting & Fishing... 5,116 4,426 
National Sportsman... 6,143 5,374 
Outdoor America..... 2,953 2,256 
Outdoor Life.......... 3,686 3,281 
Sports Afield.......... 6,495 4,673 

Total Group...c.cee 45,789 37,091 
Mail Order 
ese bss bea 6,714 6,327 
Fentlewoman ........ 4,191 4,619 
Geese Btories ..-6cers> 5,392 5,266 
. PR Rae 13,021 11,582 
Hearth & Home...... 5,392 5,266 
BROMO CHOIR. 6c icnccc 2,936 2,298 
Home Friend ......... 3,821 2,788 
Household Management 

PUD oc anccuecsries ,036 2,767 
Illustrated Mechanics. 2,267 2,445 
OCC TET TT TTT 2,040 2,372 
*Pathfinder .......+..-. 4,426 6,589 
Sovereign Visitor..... 1,573 1,930 

Potal GroeaPecescccs 55,809 54,249 


*December, 1931 and 1932 compari- 
sons, 


December 

Weeklies & *Semi-Monthlies 
1931 1932 
AmericanWeekly 64,637 48,713 
Business Week....... 23,939 13,432 
PE: Sociee weweetes 52,767 44,342 
PE cn caceese needs 17,495 6,328 
ee CET CEE Te 17,751 22,222 
Literary Digest....... 21,309 21,943 
WewW TOSMOP i os ccceses 90,638 82,173 
Saturday Eve. Post...135,948 93,312 
rrr 51,515 39,647 
*Town & Country.... 55,524 29,975 
Total Group...csse- 531,523 402,137 
—The Advertising Record Company. 

January 

Too Late to Classify 1932 1933 
Modern Magazines.... 17,737 6,628 
Pioture PIAP. .scccccce 6,150 3,948 
Amer. Legion Monthly 5,705 3,877 
TS Brver rr rere 8,39 7,863 


Left-Hand Pas 
Are Seen First, 
‘Says New Yorker 


(Continued from Page 1) 


fixed by the left hand page while 
1,387 turned to the right hand page 
of their newspapers. Tabloid read- 
ers followed this procedure in the 
ratio of 1,513 to 687, while readers of 
newspapers of regular size turned to 
the left hand page first in the pro- 
portion of 1,500 to 700. 

Among the peculiarities of news- 
paper readers which Mr. Schaefer 
noted was a tendency observed in 
many persons to read from the back 
of the paper forward. He asserted 
also that it was reasonable to believe 
that persons following a continued 
article would fix their initial atten- 
tion on the sought-for page. These 
and other variables, such as position 
and eyesight, tended to balance each 
other in the conduct of the experi- 
ment, according to Mr. Schaefer. 


Many Start at Back 


“The actual observation of 4,400 
newspaper readers shows that the 
left hand page enjoys an initial at- 
tention advantage,” he _ declared. 
“Prima facie, there is no significant 
difference between the sexes or 
places where newspapers are read, in 
regard to initial fixation of attention. 

“Tf it were granted that initial at- 
tention to a page was the prime ob- 
jective, the problem would end here. 
However, there are other factors of 
importance to the advertiser, pub- 
lisher and advertising man, which 
must be discussed in their relation 
to this established situation. 


“In viewing these considerations, 
it may be seen that the advantage of 
the left hand page over the right 
hand page or vice versa is not a 
wholly determinant factor. The fact 
that the left hand page is superior 
is of less importance to an advertiser 
who can best appeal to a certain 
class by having his advertisement 


placed on a certain page. In other 


——3 


words, this importance will vary 
with advertising policy and the 
media employed.” 


Debs Refuse to 
Play Square, so 
Paper Suspends 


New York, Jan. 26.—The defensive 
measures employed by debutantes and 
their families to the principal edi- 
torial feature of Tatler and American 
Sketch, the annual grading of deb- 
utantes, have led to the suspension 
of the magazine with the December 
issue. 

The difficulties accompanying pub- 
lication of the feature proved too 
great a strain this year when several 
quick-witted and unscrupulous per- 
sons unknown to the magazine began 
a canvass of families about to pre- 
sent their daughters, suggesting that 
a good grade could be had for a 
nominal consideration. 

John S. Schem, editor, publisher 
and “Audacious” of Tatler and Amer- 
ican Sketch, is glad it is all over and 
he is free to make a fresh start with 
American Mayfair, the first issue of 
which will appear February 10. 

The new magazine will be “a satir- 
ical chronicle of society, to which per- 
sons of recognized responsibility and 
social prominence will contribute.” 


Stages Hot Dog Contest 


Madison Packing Company, Madi- 
son, Wis., is sponsoring an “Ameri- 
can Brand” health frankfurter con- 
test for boys and girls in the state. 


Gurley Names Kraff 


Gurley Candy Company, Minne- 
apolis, has placed its account with 
Kraff Advertising Agency, Minne- 
apolis. Newspapers and direct mail 
will be used. 


Name Chuarchill-Hall 


Mager & Gougelmann, Inc., Chicago, 
distributors of Fortiphone hearing 
aids, have appointed Churchill-Hall, 
Inc., New York. 
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PASSES ON 


Joseph Deutsch 


Chicago, Jan. 24.—Joseph Deutsch, 
founder and president of Edwards 
and Deutsch Lithographic Company, 
Chicago, and one of the best known 
figures in the lithographic and out- 
door advertising fields, died suddenly 
yesterday at Wesley Memorial Hos- 
pital, after an emergency operation 


for appendicitis performed last week. 

He was 67 years old. 

Mr. Deutsch served three terms as 
president of the National Associa- 
tion of Employing Lithographers, 
and was a leader in the campaign 
which raised $750,000 for the found- 
ing of the Lithographic Technical As- 
sociation, a trade research institution 
in Cincinnati. 

Mr. Deutsch was born in Baltimore 
and came to Chicago in 1891, found- 
ing his own business, the forerunner 
of the present firm, in 1896. One of 
the things which brought him into 
prominence during this period was 
his origination of the idea of using 
three-point paper pennants for polit- 
ical purposes. The McKinley organ- 
ization bought 2,500,000 of these 
pennants from his firm, and used 


them throughout the presidential 
campaign. 
Mr. Deutsch took an unusually 


active part in the Liberty Loan 
drives, and is said to have put out 
more Liberty Loan posters than any 
other lithographic company in the 
country. One of his hobbies was the 
collection of these posters, which he 
built up into the most extensive show- 
ing in the country. 

A widow, Mrs. Anna C. Deutsch, 
survives him. 


Equitable 1933 
Appropriation 
To Be $250,000 


Atlantic City, N. J., Jan. 24.—As 
an indication of its faith in the value 
of advertising, Equitable Life Assur- 
ance Society of the United States 
will equal its 1932 advertising expen- 
diture in 1933, managers attending 
the annual conference of the society 
here learned at the close of the ses- 
sions. 

The 1933 appropriation will ap- 
proximate $250,000, the conference 
was told, and will be divided among 
newspapers and magazines in pro- 
portions similar to those used in past 
years. As in the past, the bulk of 
the appropriation will go into na- 
tional magazines, but the company 
reports successful use of spot news- 
paper campaigns, and will continue 
this effort. 

The policy of using all newspapers 
in any one city, regardless of com- 
petitive standing, will be continued. 


Form Taxi Agency 


Rotary Taxi Advertising, Inc., has 
been formed at 1538 Canal Bank 
Bldg., New Orleans, by Joseph H. 
Scruggs and Nell S. Flynn. The 
company plans to sell advertising in 
cabs and other vehicles. 


Jackson Passes 


Thomas F. Jackson, 44, business 
manager of the Herald, New Britain, 
Conn., since 1919, died suddenly Jan. 
22. 


N. Y. Publishers Meet 


The annual meeting of the New 
York State Publishers Association 
will be held at Syracuse Jan. 27-28. A 
feature of the meeting will be a dis- 
cussion of radio by James Stahlman, 
president of the Southern Newspaper 
Publishers Association. 


Gets Coffee Account 


Newspapers and radio in four 
states will be used for Butternut 
Coffee during 1933 by Buchanan- 
Thomas Advertising Agency, Omaha, 
which recently secured the account. 


Finance Company Appoints 


Beneficial Management Corpora- 
tion, New York, personal finance serv- 
ice, has placed its account with Small, 
Kleppner & Seiffer, Inc., New York. 


“American Boy” Cuts 


Effective with the March, 1933, 
issue, circulation guarantee on 
American Boy, New York, will be 
250,000, and rates will be reduced 
to $2.25 an agate line and $1,500 a 
page. 


Fernald Leaves Evans 


L. D. Fernald, who has been vice- 
president and general manager of the 
Evans Publishing Corporation, New 
York, publisher of The Family Circle, 
since its organization, has resigned. 


Names Representatives 


Nation’s Business, Washington, 
D. C., has appointed Blanchard- 
Nichols-Coleman as _ representatives 
on the Pacific coast and in the west- 
ern states as far east as Colorado. 


Schwarz Starts New Job 


Barton E. Schwarz, for the past 
five years with Ivel Displays, Inc., 
New York, has joined Art Process 
Displays, Inc., New York, in a sales 
capacity. 


Jewelers Name United 


E. M. Gattle & Co., New York, 
jewelers and platinumsmiths, have 
appointed the United Advertising 
Agency. Local newspapers and di- 
rect mail will be used. 


Standard Has House Organ 


Standard Oil Company of Califor- 
nia, San Francisco, has begun pub- 
lication of a new house organ, “Sell- 
ing Standard.” It is published in 
tabloid style. 


Publisher’s Wife Dies 


Mrs. Victor H. Hansen, wife of the 
publisher of Birmingham News-Age- 
Herald, died Jan. 17. She was well 
known as a philanthropist and pa- 
tron of music. 


Start Club Branch 


A Buffalo branch of the Made in 
America Club has been organized 
with John J. Gibbons, Joseph A. Lie- 
bold and Charles O. Dexter as charter 
members. 


Merge Sunday Editions 

The Sunday edition of Cleveland 
News has been absorbed by the Sun- 
day issue of the Plain Dealer. The 
News is now published week-day 
evenings only. 


Guaranteed 
Circulation 


FAWCETT WOMEN’S GROUP 1.70 


mm LITERARY DIGEST 1.75 


EVER before have advertisers so carefully 
N scrutinized their appropriations. Today, every 
dollar must produce results. With less money to invest 
in advertising, markets require more intensive culti- 


vation than ever before. 


Plainly the advertiser must find an economical short 


cut to present buyers. 


The answer is . .. Fawcett Women’s Group! A million 
circulation monthly at $1.70 per page per thousand 
readers. . . . $1,700 per page 


. . $4.25 per line. 


FAWCETT PUBLICATIONS, Inc. 


; 


PHOTOPLAY 2.60 
PICTORIAL REVIEW 


DELINEATOR 

McCALLS 

GOOD HOUSEKEEPING 
LADIES HOME JOURNAL 
WOMANS HOME COMPANION 


- Sandard Rate and Data, January, 1933. ABC figures for 6 months’ average, ending June 30,1932, 


Lowest Cost per 1000 Readers 


A million circulation . . . a million responsive readers 


... a million women buyers! Young women who care 


not for depressions, who are earning and spending 


money now! Youth . . . active, acquisitive, consuming 


... ina million homes at one-sixth of a cent per family! 


Comparison reveals the Fawcett Women’s Group as 


the outstanding “buy” today for any advertiser seek- 


ing to interest women. 


Call or write for complete 


; . the 
story and circulation facts. 


Each of the four magazines in 


Fawcett Women’s Group 


has its individual editorial ap- 


peal. Each is a seasoned publi- 
cation, a proven producer. Each 
magazine is a member of the 
Audit Bureau of Circulation. 


MINNEAPOLIS 
CHICAGO - NEW YORK 
LOS ANGELES 

SAN FRANCISCO 
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ADVERTISING AGE 


January 28, 1933 


Celebrates Birthday 


Advertising Club of Los Angeles 
celebrates its twenty-first birthday 
this week with a luncheon party at 
the Biltmore Hotel. 


Take a leaf out of 
the book of drug 
advertising. It makes 
good—for one thing, 
because it makes 
good use of the deal- 
er's window. 


EINSON-FREEMAN CO, ‘%& 
LITHOGRAPHERS 


NEW YORK. . Starr & Borden Aves., Long Island City 
CHICAGO, ILL. ................ Wrigley Building 
BOSTON, MASS....... .302 Park Square Building 


— 
—- 


CHow to Select and Reqister a 


TRADEMARK 


also HOW TO OBTAIN a 


PATENT ° S82%; 


RIGHT 
Js Explained in my 


FREE BOOK 
Write to.. 


Clarence A.D Brien 


Registered Patent Attorney 
SZ3A ADAMS BLDG. WASHINGTON,D.C. 
tae 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK « 310 East 45th St. 
CHICAGO +: 210 So. Desplaine St. 


and 34 other cities 


a tT LARGEST. 
PHOITO-ENGRAVING 
ORGANIZATION 
IN CHICAGO 


MAKERS OF FINE 
PRINTING PLATES 
IN BLACK OR COLORS 


ENGRAVING COMPAN 


817 W.WASHINGTON BOULEVARD 


rrone MONROE FO8SO 


PHILADELPHIA 
IN LOCAL GAIN 


New York, Jan. 26.—Local news- 
paper lineage in Philadelphia in De- 
cember, 1932, totaled 103,860 lines 
more than in December, 1931, accord- 
ing to the monthly tabulation of New 
York Evening Post, while the 29 
other cities in the tabulation showed 
a loss compared with last year, and 
the total local lineage of the 30 cities 
was just under 80 per cent of the 
total for the same month in 1931. 

This was the third consecutive 
month in which Philadelphia occu- 
pied the best relative positions in 
this division, its totals for November 
and October being only slightly under 
the same months of the preceding 
year. 

Baltimore was the closest rival of 
the Pennsylvania city in December, 
with approximately 92.3 per cent of 
its December, 1931, lineage, and 
Richmond, Va., was in third position 
with 91 per cent. 

Five of the 115 papers listed in the 
tabulation showed a gain in total 
lineage for the month, these being 
Chicago Herald and Examiner, Phila- 
deiphia Record and Evening Ledger, 
Baltimore Post, and Indianapolis 
Times. 


San Francisco Club 


has begun a series of seven Thursday 


local business men plan business and 
advertising for sound recovery in 
1933. 

Speakers include Dr. Norman J. 
Silberling, Silberling Research Cor- 
poration; Edwin Bates, U. S. Depart- 
ment of Commerce; Royal A. Roberts, 
University of California; Earl Bunt- 
ing, Bunting, Durkee & Leake, Port- 
land, Ore.; R. Lynn Baker, Pacific 
coast manager, J. Walter Thompson 
Company; Don Francisco, vice-presi- 


_| dent, Lord & Thomas, and C. E. Per- 


sons, McCann-Erickson, Inc. 


Hutchinson to KMOX 


Glenn W. Hutchinson, formerly 
manager of the St. Louis office of 
H. W. Kastor & Sons Company, and 
before that with Gardner Advertising 
Company and Western Advertising 
Agency, has been named director of 
advertising and publicity for KMOX, 
St. Louis. 


Publishers Honored 


Frederick E. Murphy, publisher, 
Minneapolis Tribune. and Carl Jones, 
publisher, Minneapolis Journal, re- 
cently were initiated as honorary 
members of Sigma Delta Chi, na- 
tional journalistic fraternity, at a 
meeting of the University of Minne 
sota chapter. 


Husselton in New Post 


the local chamber of commerce, has 
the Atlantic City Convention and 
Publicity Bureau, succeeding Albert 
H. Skean, who resigned to become 


manager of the Cleveland Convention 
Board. 


To Conduct Course 


University of Wisconsin. 


Has Repeal Issue 


The January issue of Hotel Man- 
New York, is devoted to 
of the prohibition 
It includes statements 
from prominent hotel men, legisla- 


agement, 
urging repeal 
amendment. 


tors, and others. 


Cancel Auto Show 


An advertising campaign in local 
dailies will take the place of the 


annual Paterson, N. J., automobile 


show, which has been held for the 
past 25 years. 


Rend Is Promoted 


John F. Rend has been named dis- 
trict advertising manager for the 
Indianapolis territory of B. F. Good- 


rich Rubber Company. 


Runs Evening Seminars 
San Francisco Advertising Club 


evening meetings designed to help 


Thomas L. Husselton, secretary of 


also assumed the office of director of 


Ferdinand Aumueller, director of 
the direct mail division of Cramer- 
Krasselt advertising agency, Milwau- 
kee, will conduct a course in adver- 
tising for the extension division of 


City National Local Classified Total 
1932 1,264,509 6,179,108 1,176,575 9,424,274 
New York.......... 1931 1,916,397 7,803,862 1,440,657 12,255,742 
Diff —651,888 —1,624,754 —264,082 —2,831,468 
1932 590,565 2,478,690 694,308 3,763,563 
CRMNBNG sicivccvcses 1931 869,205 3,419,340 588,084 4,876,629 
Dift —278,640 —940,650 +106,224 —1,113,066 
1932 452,088 3,411,142 775,032 4,901,823 
Philadelphia ....... 1931 683,212 3,307,282 967,824 5,256,316 
Diff —231,124 +103,860 —192,792 —354,493 
1932 363,986 1,790,950 442,736 2,644,936 
errr ore 1931 483,728 2,308,250 534,394 3,393,740 
Diff —119,742 —517,300 —91,658 —748,804 
1932 290,251 1,446,712 301,807 2,038,770 
Cleveland .......... 1931 421,258 1,919,219 444,037 2,784,514 
Diff —131,007 —472,507 —142,230 —745,744 
1932 285,930 1,667,525 489,990 2,444,055 
ls MAE ee eeec tous 1931 469,820 2,251,560 430,640 3,152,020 
Diff —183,890 —584,035 +59,350 —707,965 
1932 417,350 2,525,479 476,479 3,607,554 
EE PTT 1931 550,176 3,086,237 585,657 4,533,756 
Diff —132,826 —560,758 —109,178 —926,202 
1932 388,005 2,070,520 507,415 2,965,940 
MRTCIMANNS cicccevss 1931 536,749 2,242,655 558,600 3,338,004 
Diff —148,744 —172,135 —51,185 — 372,064 
1932 448,142 1,845,592 665,980 2,959,754 
Los Angeles ....... 1931 670,306 2,595,278 933,268 4,198,852 
Diff —222,124 —749,686 —267,288 —1,239,098 
1932 189,242 1,285,963 250,064 1,889,973 
PNG Kacanebaseee 1931 329,379 1,514,304 304,592 2,339,618 
Diff —140,137 —228,341 —54,528 —449,645 
1932 416,926 1,244,019 541,306 2,202,251 
San Francisco ..... 1931 705,223 1,808,869 718,401 3,232,493 
Diff —288,297 —564,850 —177,095 —1,030,242 
1932 248,795 1,124,084 212,940 1,585,819 
Milwaukee ........ 1931 408,016 1,424,545 266,394 2,098,955 
Diff —159,221 —300,461 —53,454 —513,136 
1932 382,359 2,559,237 , 713,589 3,655,185 
Washington ....... 1931 543,373 3,042,877 722,661 4,308,911 
Diff —161,014 —483,640 —9,072 — 653,726 
1932 223,244 1,680,000 290,500 2,193,744 
Cincinnati 6..<065- 1931 324,114 1,972,922 411,628 2,708,664 
Diff —100,870 —292,922 —121,128 —514,920 
1932 251,748 1,776,511 548,931 2,615,868 
New Orleans....... 1931 423,260 2,327,567 452,382 3,278,978 
Diff —171,512 —551,056 +96,549 —663,110 
1932 275,524 1,183,525 286,205 1,765,144 
Minneapolis ....... 1931 391,711 1,691,936 326,570 2,455,840 
Dift —116,187 —508,411 —40,365 —690,696 
1932 176,945 932,082 354,976 1,573,725 
ee ear 1931 324,321 1,177,256 487,885 2,117,843 
Diff —147,376 —245,174 —132,909 —544,118 
1932 227,886 1,458,102 392,100 2,078,088 
Indianapolis ....... 1931 278,217 1,683,414 443,151 2,404,782 
Dift —50,331 —225,312 —51,051 —326,694 
1932 90,674 899,698 222,963 1,289,155 
rer er 1931 166,238 1,136,859 312,935 1,732,680 
Diff —75,564 —237,161 —89,972 —443,525 
1932 211,653 1,245,924 237,438 1,695,015 
Providence ........ 1931 277,192 1,576,971 292,032 2,146,195 
Diff —65,539 —331,047 —54,594 —451,180 
: 1932 164,990 1,368,897 276,183 1,810,070 
COUMMDES sissies 1931 210,574 1,693,216 366,361 2,270,151 
Diff —45,584 —324,319 —90,178 —460,081 
1932 165,507 1,347,132 230,768 1,744,646 
| Louisville .........1931 245,011  —_-:1,674,892 __ 280,303 2,201,516 
Diff —79,504 —327,760 —49,535 —456,870 
1932 251,258 1,128,050 211,218 1,590,526 
ee WUE wesnccessas 1931 382,144 1,374,212 256,746 2,013,102 
Diff —130,886 —246,162 —45,528 —422,576 
1932 159,391 890,147 331,325 1,380,863 
a are 1931 253,284 1,230,152 425,016 1,908,452 
Diff —93,893 —340,005 —93,691 —527,589 
1932 94,430 969,122 202,247 1,321,468 
eee 1931 173,508 1,156,519 239,845 1,616,521 
Diff —79,078 —187,397 —37,598 —295,053 
1932 150,360 $40,042 ~~ 99,904 1,090,306 
Birmingham 1931 180,810 1,252,160 157,178 1,590,148 
Diff —30,450 —412,118 —57,274 —499,842 
1932 165,227 1,007,515 223,435 1,491,847 
Mishmend «66005 1931 139,039 1,106,331 270,780 1,616,125 
Diff + 26,188 —98,816 —47,345 —124,278 
1932 167,888 1,211,574 228,942 1,608,404 
ee ree ee 1931 233,100 1,552,992 309,736 2,095,828 
Diff —65,212 —341,418 —80,794 —487,424 
1932 172,914 1,222,480 367,724 1,763,118 
MOUAEON: 5050660008 1931 314,342 1,849,750 513,002 2,677,094 
Diff —141,428 —627,270 —145,278 —913,976 
1932 161,806 514,545 175,819 852,170 
Des Moines......... 1931 261,774 672,422 200,578 1,134,774 
Diff —99,968 —157,877 —24,759 —282,604 
1932 8,849,593 49,304,367 11,928,899 71,948,054 
: | 1931 13,165,481 61,853,849 14,241,337 91,738,243 
Diff —4,315,888 —12,549,482 —2,312,438 —19,790,189 
—New York Evening Post. 
Detroit Has New Add Door Shelves 
Week-End Tabloid| The Crosley Shelvador, a device 
First issue of Detroit Mirror, new pi tigenggs Ag d / nage gle Boman 
week-end tabloid, made its appear-| 4,1. will be standard on all of the 
ance this week. Ernest W. Rapalee, Migs 
-.|company’s new models, it hag been 
former city editor of the old Detroit - Z 
F : announced. The new idea is said to 
Mivver, is president and managing add almost a foot of storage space 
editor, and Ferd Fisher, former pro- to the refrigerator’s capacity 
motion manager of the same paper, is B F 
general manager. ie 
C. Upton Shreve is secretary and Turner Starts Agency 
treasurer, and ©. Burchard Hunger- J HT h i d 
ford is a member of the advertising| | ne at po a as = . nn 
staff. The publication is printed in hat en rs Pn tg ale en a 
the plant of Polish Daily Record. ? “a 
p ys 520 N. Michigan Ave., Chicago. His 
ce son, John Kenneth Turner, is asso- 
Foster & Kleiser ciated with him. 
on Wacker Drive Three N —— 
P ree iYame Fran 
The Chicago office of Foster & 
Kleiser Company has moved from|_ Hallawell Seed Company, Miss 
Willoughby Tower to 165 W. Wacker | Saylor’s Chocolate Company, Inc., and 
Drive. A display of facilities for | Shaw, Hooker & Co., all of San Fran- 
reaching the Pacific Coast market has | Cisco, have placed their accounts 
been installed in the increased space. | With the San Francisco office of Al- 
A. A. Hayden is in charge. bert Frank-Guenther Law, Inc. 
See ° ° oye: T) 
Reahe Gales Cocmal Gilman Joins “Liberty 
y S. V. Gilman, formerly manager of 
W. Vincent Leahy has assumed |market research for Congoleum- 
control of Hanak, Klein & Leahy, San | Nairn, Inc., and before that with 
Francisco and Los Angeles agency, | Household Products, Inc., has joined 
and is operating it under his own | the advertising staff of Liberty, New 
name. York. 


“Chronicle” Held 
Best N. D. Paper 


LaMoure Chronicle was adjudged 
the best all-around newspaper at the 
annual meeting of the North Dakota 
Press Association in Fargo. 

New officers: President, R. A. 
Gilbertsen, Glenburn; first vice-presi- 
dent, B. W. Condit, Mayville; second 
vice-president, M. F. Graham, Devils 
Lake; third vice-president, H. D. 
Paulson, Fargo. M. I. Forkner was 
re-appointed secretary. 


Frazee and Moss 
Plan Big Meeting 


Francis B. Frazee, Larkin Com- 
pany, and J. Jay Fuller, vice-presi- 
dent, Moss-Chase Company, Buffalo, 
have been appointed co-chairmen for 
the 30th annual convention of the Ad- 
vertising Affiliation, comprising a 
group of nearby advertising clubs. 

The meeting will be held in Niag- 
ara Falls, Ont., May 20. 


Three Visits to Each 
Home, Soapine Strategy 


Three visits will be paid to each 
home in an introductory campaign 
for Soapine, perfected by Kendall 
Manufacturing Company, Providence. 

Each housewife will receive two 
full-size packages and three coupons. 


Club Awards Cup 


Wichita Falls, Tex., Advertising 
Club awarded a silver loving cup to 
Walter D. Kline, former mayor and 
oil operator, as the community’s most 
useful citizen, at the annual meeting 
last week. 


Eight Years on Air 


Cliquot Club Company, Millis, 
Mass., began its eighth year on the 
air Jan. 23 with a new series for 
Cliquot Club Ginger Ale. “Rosey” 
Rowswell and Gay Ellis are featured. 


A. W. De Longe Dies 


Albert W. De Longe, 37, sales man- 
ager of Krus Engraving Company, 
Milwaukee, died Jan. 21 of a heart 
attack. He was a past president of 
Milwaukee Engravers’ Association. 


OMETIMES 
a certain style of 
typography is unwise 
—and we tell you so. 
Or it may be that the 
type face or border 
you have in mind is 
impractical. We tell 
you that also and sug- 
gest what seems to 
us the right way. You 
can profit by our ad- 
vice and you incur 

no obligation by 
asking for it. 


v 


605 South Clark Street 
Chicago 


Ben C. Pittsford Company | 


Typographers | 
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| Feresiss 
| 


in the hospital field, where business must go on as usual, 
‘ regardless of depressions, regardless of hell or high water. 


First... 


in its exclusive appeal to the executive, who must be sold in 
order to secure hospital business. No other magazine than 
HOSPITAL MANAGEMENT can demonstrate such an 


i 


x appeal. 
: Fi rs t eee 

in its demonstrated coverage of the buying power of the 
a field. No other magazine has openly shown any evidence 
oF of such coverage comparable to HOSPITAL MANAGE- 


MENT?S circulation among the better hospitals. 


ir : First... 

a in Economy. HOSPITAL MANAGEMENT'S rates range | 

- from 40 to 50 per cent less than its chief competitor’s on 
comparable space and schedules. Habit buying should not 
allow you to cast aside this economy. 


yf | 
se | First... | 
m in service to the field. HOSPITAL MANAGEMENT has 
he rendered in such outstanding instances as the establishment 
er of National Hospital Day and the handling of the Cleveland 
is Clinic disaster unique and distinguished service to the hos- 
ell pital field. No other magazine in the field can point to any 
: such service. 
ug- ; 
én i ee 
fou | in volume of advertising is where HOSPITAL MANAGE- 
ad- MENT should be if buyers of space were as keen as atten- 
ee | tion to dollar value in 1933 should make them. 
y | We dare you to investigate! 
| Hospital Management 
\pany | The Practical Journal of Hospital Administration 
‘a 537 S. Dearborn St., Chicago 330 W. 42nd St., New York 
| Member A. B. C. — A. B. P. 
ers. 
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Evening World ...... «sess. 345 
Evening Sun ......... 2,348 3,456 
World-Telegram ..... 2,154 2,590 
Brooklyn Eagle ...... 1,858 2,642 
Times-Union ......... 750 1,017 
i ? PER Standard Union ...... 87 555 
21,660 30,396 
Chicago 
ter SOR kis cnee se 2,582 3,190 
Ee. Cock awe e — a 4,685 
Herald and Examiner. 2,150 2,757 
nt ccsphatsvacweense 417 711 
NE a was 2,270 2,800 
"Teenes CORD) iss vccceve 607 873 
New York, Jan. 26.—National ad- - se 
q vertising lineage in 117 newspapers 11,352 15,018 
in 30 important cities dropped from Philadelphia — sii 
233,466,089 in 1931 to 178,597,844 in| Inauirer --.---s- eee a 
_ 1932, the annual tabulation of New| eager ............ a 1.665 
i York Evening Post reveals. Evening Ledger ...... 1,517 1,841 
Local lineage also dipped below — wesc eceesees et er 
a WE ascuie seth o's dane® By 08 
the total for the previous year,|~*°’* i rs x 
the tabulation shows. In this classi- 8,490 11,002 
fication the total for 1932 was £34,- Boston : , 
310,912 lines, compared with 661,488,- eee eenvewer ae es yt — 
776 in 1931. Classified advertising| post 2210722212221) 2fo20 2510 
dropped from 199,945,975 lines in| Record (tab) ......... 477 499 
1931 to 168,482,128 lines in 1932. American & Sunday iia _— 
The total advertising lineage of PR chet paar ae 337 
the 117 papers was 911,083,064 in ne pee ste. 
1932, compared with 1,134,334,040 in 9,026 10,752 
1931. Detroit 
y 9 9 
; National advertising lineage only, etl Abe ter kcal aioe “yan Fp 
4 in thousands of lines, is given for] pree press ........... 1,767 2°637 
individual publications in the fol-| Mirror (tab) ......... 368 423 
lowing table: 6.890 8,949 
New York Baltimore 
1932 1981 | Bum ...cccccvcccesess 2,774 3,340 
(000 Omitted) | Evening Sun ......... 2,361 2,821 
ee Ee 2,320 2,756) American ..........-- 326 313 
Herald-Tribune ...... 3,015 4,193 | NEWS «0.50 - ee eee eens 1,409 1,854 
a 3,428 5,014| Post .......-eeeeeeeee 1,006 1,161 
et aavedesns 46 278 ——— oveere 
Mirror (tab) ....... 769 925 7,879 9,490 
Mews (tab) ........ 1,825 2,140 Washington 
Evening Graphic (tab) 245 SE 6 ss snGasesureass 2,829 3,157 
Evening Journal...... ,079 SE PE ckiciesceractneeee® 921 1,278 
Bvening Post ........ 775 1,210] Evening Times ....... 1,498 1,700 


DIRECT TO 
THE HOME 
We like to work for 


Coverage That's THOROUG * critical clients. It gives us 


an opportunity to demonstrate our ability to deliver THOROUGH coverage in 
any or all parts of the Great Chicago Market. . . . Now before your spring 
campaign is under way give us the facts on your dealer problem in Chicago. 
We'll gladly tell you what we've done for companies with problems similar to 
your own. Ask for our book “The Market, Chicago." 


ADVERTISING CARRIERS 
20 EAST 8'* ST. CHICAGO 


BIG 


The only advertising 
paper reporting all 
of the recent impor- 
tant changes 


$1 a Year .. 52 Issues 


USE THE COUPON 


J a eae 


ADVERTISING AGE, 


537 S. Dearborn St., 
Chicago. 


You may enter my subscription for one year. I enclose 


$1 (check, currency, or money order). 
SE £4bsnd iss nh AGAR ESD 6b 400 05s 0450400008 


EE b ndassbendeeceed seas 


ee 


Sr a: oe 
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Herald 
Evening News 


Cleveland 
Piain Dealer ......-0s 2,438 3,568 
News-Leader ......... 1,658 1,974 
PROGR. cccceesvecanteses 2,183 2,624 
6,281 8,166 

Buffalo 

Courier-Express..... 1,111 1,545 
rer ee 1,171 1,504 
SE ce ckesgeensd oh eee 1,937 2,359 
4,219 5,408 

St. Louis 
Post-Dispatch ........ 2,539 3,260 
Globe-Democrat ...... 2,155 2,998 
Pe acest cas eesbapes 1,285 1,470 
,. SPP recerrraeres 276 693 
6,256 8,423 

San Francisco 

a  QPeereerey rere 1,878 2,710 
Saws sages 2,819 4,259 
Call-Bulletin .....600. 2,365 3,000 
BE occas enasacdeuns 1,610 2,111 
8,673 12,081 

Milwaukee 
JOURNAL 2... 0cccscvere 2,614 3,585 
Sentinel-News ....... 2,458 2,924 
eS” PUP TUr eee 443 537 
5,516 7,047 

Los Angeles 

oes chad hee 2,259 2,986 
BEREIMOP .n cc ccccveve 3,209 4,015 
PE! Sisksaeeeoeen . eeane 1,651 
Peery ee 2,326 3,030 
CE 206e84 cabana’ 617 825 
oo eee 419 637 


8,832 13,147 


Times-Picayune ...... 2,107 2,488 
NE eho sd Wh 6a¥ eb.8 80% 1,253 1,365 
DS ceca Peuedheales 847 968 
ee 830 1,034 
5,038 5,857 
Cincinnati 
, Serre rrerrrrerire 1,347 1,592 
yg 2S errr err 2,168 2,669 
PEROUIPOF oop ccvcsovoss 1,293 1,716 
4,809 5,977 
Minneapolis 
fon ey OO ee EE 1,933 2,796 
ere rere 2,223 2,749 
DE Stet dan vee seaweeds 881 1,170 
5,039 6,707 
Seattle 
(3 ar re ee ee eer 1,650 2,194 
Post-Intelligencer 1,947 2,378 
a frre err a 844 1,015 
4 4,442 5,588 
Indianapolis 
65-0 6ese saa k aan 2,422 2,940 
i cet vine eke s eae 1,284 1,832 
| Eee eee 740 878 
4,447 5,651 
Providence 
| ee ,186 1,699 
Go crgiere Gals ae ab 2,211 2,651 
News-Tribune ........ 706 1,036 
4,105 5,387 
Columbus 
Ree errr ,032 2,403 
PS i155 ates be eee 384 650 
RUMOR (6G acscneces eas 1,420 1,494 
8 4,548 
Louisville 
Courier-Journal ...... 1,792 2,422 
PGPAIG=POst ....08s08 507 711 
| EP ee era ee 1,618 2,061 
3,918 5,196 
; Birmingham 
PBO-BOTAI 6..cccicscs 1,187 1,537 
24 a's aeweh SRE 1,440 1,873 
Re ea eae 688 863 
3,316 4,274 
Denver 
OWE 0.06655850se8 8 0% 661 947 
SOG: 64.45 cecnaeee eas 1,865 2,349 
,526 3,296 
St. Paul 
ere ee 1,837 2,434 
SP ERCRT CSCIC ET 2,210 2,939 
PC eee 966 1,264 
5,014 6,639 
Oakland 
iy, Eee ere 2,249 3,048 


3,486 4,794 
Omaha 
World-Herald ........ 1,423 1,988 
DOGANGOWE 6660 cevisdes 776 1,118 
2,199 3,107 
Richmond 


Dayton 
PERE Ee POO 1,770 2,273 
TS RP ares eres ce 1,093 1,402 
EE 6 6b bh e% cider 769 1,065 

3,633 4,742 

Houston 
ee eee 1,855 2,507 
Post-Dispatch ....... 1,047 1,779 
a eee re 738 926 

3,642 5,213 

Des Moines 
EOOP «i cccsseinsans 2,037 2,741 
ee eer a ee 1,716 2,206 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


HELP WANTED 
“Men and women part time wanted. 
Advertising or selling experience, to 
act as local field investigators for na- 
tional business research organization. 
Box 228, ADVERTISING AGE, Chicago. 


POSITIONS WANTED 

EDITOR-WRITER — extensive ex- 
perience, would like editorial position 
on trade journal. Capable of inter- 
esting editorial program and then 
cashing in on it with effective circu- 
lation methods. Full or part time. 
Coleman, 4817 N. Paulina St., Chi- 
cago. 

YOUNG LADY—knowledge all ad- 
vertising routine, printing, news and 
promotion writer, proofreader, capa- 
ble stenographer. Five years expe- 
rience. University graduate journal- 
ism. Desires position as assistant to 
advertising manager or editor. Box 
227, ADVERTISING AGE, Chicago. 

TYPOGRAPHER and Production 
man of proven ability with more 


5|than eleven years of Agency experi- 


ence on some of the larger National 
and Local accounts. Excellent refer- 
ences if required. Age 30. Married. 
University training. Salary nominal. 
Box 216, ADVERTISING AGE, New York. 
CAN FILL ANY MAGAZINE JOB. 
As editor and publisher started and 
built select Business Paper to $30,000 
annual billing. 20 years complete cir- 
culation experience all types publica- 
tions. Age 37. Married. Write Box 
225, ADVERTISING AGE, Chicago. 
RADIO ADVERTISING. Agency 
experience includes copy, contact and 
soliciting, Director of radio — knows 
radio production, continuities, spot 
and chain broadcasting. Will ex- 


-|change ability and ideas for moder- 


ate salary. Box 226, ADVERTISING 
AGE, New York. 

SEASONED COPY and _ contact 
man, knowledge layout and produc- 
tion, would be good investment for 
agency or national advertiser. 
Twelve years with 4A agency, New 
York. Married. Box 224, ApvVERTIS- 
ING AGE, New York. 

FIELD MANAGER or Sales, Ad- 
vertising Promotion. Four years with 
Jell-O, Inc., Le Roy, N. Y.; year 
with Post Products Company, Battle 
Creek; two years with Carter Medi- 
cine Company, New York. Contact 
man on wholesale and retail drug 
and grocery trade. Covering 13 states, 
any capacity considered. Salary last 
object; age 46; write C. A. Boyle, 
Galien, Mich. 

CAPABLE ADVERTISING WOM- 
AN, publishing sales, agency space 
buyer, production manager, secretary, 
all office routine, educational back- 
ground, loyal, hard worker, attractive 
personality, service-plus at your 
price. Box 217, AVERTISING AGE, 
Chicago. 

EFFICIENT STENOGRAPHER, 
young, intelligent; four years experi- 
ence advertising agency, secretary- 
stenographer; filing, switchboard, as- 
sistant librarian. Best references. 
Box 219, ApverTiIsInG AGE, Chicago. 

AGENCY EXECUTIVE — Contact 
man; planner; copy man; visualizer. 
Fifteen years in Philadelphia, Chi- 
cago and New York agencies. Wide 
general experience. College gradu- 
ate. Practical selling ideas charac- 
terize plans. Stewart, 448 W. 37th 
St., New York. 

AGENCY SECRETARY-STENOG- 
RAPHER: eight years’ New York ex- 
perience as Space Buyer. Under- 
stands schedule making; estimating; 
checking; billing; ete. Adaptable; 
efficient; accurate. References. Shir- 
ley Culicover, 1647 Macombs Road, 
Bronx, New York. 

EXECUTIVE OFFICER business 
paper group forced out by depres- 
sion seeks new connection with cor- 
poration, agency or publisher. Can 
sell, manage or survey and modernize 
plans and policies to meet current 
changing conditions. Fine education 


and business background. Record 
will stand complete checkup. Avail- 
able February 15 for permanent posi- 
tion or on part time basis. Compen- 
sation reasonable. Write T.F.K., Ap- 
VERTISING AGE, New York. 

~ CAPABLE, thoroughly experienced, 
university-educated publishers’ and 
editor’s assistant desires work. Skilled 
in writing, proof-reading, correspond- 
ing and general office routine. Will 
gladly accept any job in a publish- 
ing or advertising office. Box 218, 
ADVERTISING AGE, Chicago. 

EXECUTIVE — Twenty years on 
business papers. Can manage busi- 
ness or any department. Sales ex- 
perience. A worker. Understands 
mechanics. Full or part time. Chi- 
eago or vicinity. Box 221, ApDVERTIS- 
ING AGE, Chicago. 

TEN YEARS varied experience in 
agency, printer, and as advertising 
manager. Thorough knowledge me- 
dia, copy, production. Capable tak- 
ing complete charge advertising de- 
partment or service accounts for 
agency. 29 years old. Box 222, Ap- 
VERTISING AGE, Chicago. 

ADVERTISING MANAGER - SEC- 
RETARY: six years’ experience as 
right-hand man to owner of fully 
recognized agency serving retail, 
chain store and manufacturing ac- 
counts. Can follow through from 
creation of idea, copy, layout and 
mechanical details to the finished 
job — newspaper, magazine, direct- 
mail campaigns. College graduate. 
27 years old. Single. Will locate 
anywhere. Box 220, ADVERTISING AGE, 
New York. 

NAME YOUR OWN SALARY! 

Seasoned advertising man. 13 years’ 
varied experience, including copy 
writing, research (4A agency) 
sales promotion (national organiza- 
ticn) seeking opportunity where he 
can speedily prove his value. Box 
223, ADVERTISING AGE, New York. 

A WORKABLE advertising man 
will go anywhere. Foreground, seven 
years director research 4-A agency. 
Background, ten years’ practical ex- 
perience in factories, stores, on 
farms, salesman. College trained. 
At forty. P. O. Box No. 54, Lexing- 
ton, Mass. 


ADVERTISING SALESMAN with 
twenty years of experience in the in- 
dustrial field seeks employment. Well 
acquainted in the east and middle- 
west territories. Modest salary will 
be agreeable provided an opportunity 
obtains for a real future. Box 234, 
ADVERTISING AGE, New York. 

LAYOUT ARTIST—Young woman, 
10 yrs. agency experience creating 
ideas. Layout artist Williams & 
Cunnyngham past five years. Also 
space buyer and familiar with every 
phase of agency work. University 
graduate. Box 233, ADVERTISING AGE, 
Chicago. 


Announcement 


As a service to unem- 
ployed in the advertising 
field, the classified columns 
of ADVERTISING AGE will be 
thrown open to unemployed 
advertising men and women 
without charge, until further 
notice, under the following 
conditions: 

The user must previously 
have been employed in the 
advertising department of a 
national advertiser, an 
agency, or a publication, and 
must be out of work at the 
time the advertisement is 
submitted. 

Advertisements must be 
limited to 30 words; and 
will be inserted only once 
for any individual. 

ADVERTISING AGE reserves 
the right to edit or reject 
any copy. 

Box numbers may be used 
if desired. 

Submit copy to 


ADVERTISING AGE 
537 S. Dearborn St. 
Chicago 


~~ 
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Don't Advertise in Advertising Age 
Unless You Want to Be Talked About! 


Have you noticed how quickly the important news 


reported in ADVERTISING AGE is reflected in the conver- 


sation of advertising executives? The answer is simple—an 


p ie ee fi fe Jin, 


wt 


— “Kaa * «+s —- — 


all-news content demands immediate reading, and the import- 


ant advertising events reported exclusively in ADWERTISING 
a AGE stimulate conversation and discussion. 


Eo PTF aas FS B 


Consequently publishers and others with messages for 
national advertisers whose copy appears in ADVERTISING 
AGE not only benefit from the characteristic reading-on- 
receipt habits of ADVERTISING AGE subscribers, but also 
from the valuable word-of-mouth advertising which follows. 
A good story, whether reported in the news or the advertising 


columns, quickly gets into circulation. 


If your story is important and interesting enough to war- 
rant inclusion in the daily conversation of thousands of national 
advertising executives all over the country, there is one sure 


way to make it a topic of luncheon, conference and corridor 
| discussion. Don't blame ADVERTISING AGE if you feel 
| neglected! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


F | Published at 330 W. Forty-Second St. 
, 537 S. Dearborn St., Chicago New York 
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FEATURES CORN PAD COPY 


This photograph by Underwood & Underwood adds feminine appeal 
to copy for Blue Jay Corn Plasters, product of Bauer & Black, 
Chicago. 


CHAIN ENDORSES "BUY AMERICAN" MOVE — 


Current window displays of United Cigar Stores Company feature 
the "Buy American" movement. All items in the window are marked 
"made in U. S. A." 


WHERE SEARS WILL GREET GUESTS TO WORLD'S FAIR 


This unusual photograph of 
the Sears, Roebuck & Co. 
building at A Century of 
Progress, Chicago, was made 
by Kaufmann & Fabry while 
the building was in process 
of construction, and shows 
the completed structure in 
its actual relation to other 
Fair structures. 


IT'S SIMPLE 


AY Sy c ly 
Phy ees 


This display unit, developed by 
Miracul Wax Company, St. Louis, 
is composed of two cartons, one 
holding quart and the other pint 
cans, together with a simple easel 
to support the upper carton. Store 
tests have proven the new display 
increases sales by 50 per cent or 


more. Anfenger Advertising 
Agency, St. Louis, handles Miracul 
advertising. 


NEW YORK ADVERTISING CLUB PICKS THE WINNERS 


‘ f eq 7 


This photograph of a luncheon group at Advertising Club of New York, October 18, 1930, demon- 
strates that the local advertising men pick them right. One of the guests has since been elected presi- 
dent of the United States, and another has been chosen governor of New York. 


Eye-value has not been neglected in planning illustrations for the 

new series of Camel cigarette advertisements, the professors’ fem- 

inine assistants being always on hand for that very reason. Professional 

magicians, among others, have praised the advertising as tending to 

revive interest in their art. Amateur magicians have been the only 
ones to object to the exposure. 


FIRST "MODERN" PACKAGE IS OLD 
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The upper package, known as one of the first "modern" packages 
actually replaced the old Lifebuoy Soap package shown below 18 
years ago. Arthur Allen was the designer. 
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PHOTOGRAPHIC REVIEW OF THE WEEK 7 
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